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When all other sales efforts have been 
exhausted -- a new and more interesting 
package acts as a tonic to stagnant sales. It’s 
mighty good business to get the expert aid of 
package manufacturers who know how to propel 


d product “into the Black’ 





THE BAND LEADER! 


FOR THOSE who like to see their products “out front’’ in the 


package parade, there is the Phoenix Compo [band] Cap. Simple 
to apply, dependable of seal, attractive in appearance, conven- 


ient to remove and known to the consumer. Every inch a leader! 


PHOENIX METAL CAP CO. 


2444 W. SIXTEENTH ST., CHICAGO :: 3720 FOURTEENTH AVE., BROOKLYN 
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We'll bet you a new Knox hat 
that we can cut your carton costs. We're warning you, 
though, that we're “sure thing” gamblers. When we 
claim we can save you money, we're indulging in no 
hopeful guessing. We know we can... because we 
ourselves design many of our machines which turn 
out a far superior product at considerably higher 
speeds and at lower costs. No other carton maker has 
all of this equipment. We operate at pretty nearly 
peak production every day. Thus little idle time has 


to be absorbed. Our two huge plants buy tremendous 


quantities of raw stock so that we can—and do—com- 


mand the lowest possible prices. All laminated board 
is fabricated by us. We grind our own inks which are 
better than the general market affords, and this cuts 


out some pretty fancy profits. Plates and electros and 


HOUSEHOLD 


dies and everything else that goes into the making of 
fine cartons are made or purchased by us to save you 
money. We have eliminated waste motion, slipshod, 
uneconomical methods, costly financing and 1928 
overhead. We don’t have to ‘sharpen our pencil” to 
arrive at a low price. We've gone about it scientifically 
and practically. And thanks to the many customers 
who appreciate this combination of high quality, help- 
ful service and low costs, we're doing very nicely, 
thank you. So, if you think you can win a new hat from 
us, why not ask us to quote on your requirements? 
EMPIRE Box CorPORATION, 60 East 42nd Street, New 
York City; Palmolive Building, Chicago. Factories in 


New Brunswick, New Jersey; South Bend, Indiana. 














It would be foolish and extrava- 
gant. Other papers will do the 
job better and cost less. 





Don’t use monkey wrench pa- 
pers to wrap dairy products. . 
meats . . fish . . poultry .. or 
any other food product that is 
moist or greasy. 


Genuine Vegetable Parchment 
is the only paper that will do 
the job right. 






There is no substitute. 


‘ 












~AN BB KALAMAZOO VEGETABLE PARCHMENT COMPANY 
QF VALUE 


_——_ a Parchment (Kalamazoo County) i ietale Fal 
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CARTON 


The ease or difficulty of opening and reclos- 
ing your carton is a factor that has a decided 
influence on the sale of your product. To 
find a method of easy opening that is neither 
too complicated nor too costly is a very real 
discovery. 


Pneumatic has developed such a method 

an effective yet simple idea that requires no 
cutting or perforating. Inexpensive for you 
to apply to your package—convenient for 
the consumer to use. Released by Pneu- 
matic only a few weeks ago it has already 
been adopted with great success by a lead- 
ing cracker baker, a famous manufacturer 
of cooked cereal and a popular biscuit flour. 
A sample package will demonstrate the 
advantages of this new type of carton 
enclosure better than drawings or explana- 
tion. Write for a sample easy opener and we 
will mail one promptly for your inspection. 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 


Branch Offices in New York, 117 Liberty Street; Chicago, 360 North 

Michigan Avenue; San Francisco, 320 Market Street; Los Angeles, 

443 South San Pedro Street; Melbourne, Victoria; Sydney, N. S. W. 
and No. 41 Whitehall, London, S. W. 1 
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eautiful CATALIN is a Practical 


Material for Re-use Containers 











We stand ready to submit conclusive proofs of Catalin’s package adaptability 
. also facts as to its interesting costs. We have available several highly 


enlightening booklets which we will be very glad to mail to you upon request. 


AMERICAN CATALIN CORPORATION 


ONE PARK AVENUE » » » » NEW YORK, N. Y. 
Sales Offices: 
Chicago, Detroit, Philadelphia, Providence, Los Angeles, St. Louis, Toronto, London 


For Houbigant's Eau de Cologne, Catalin not only serves as an effective 
stop for the bottle .. but as a pleasing stop for the eye, as well 


| 


In many instance 
this gem of modern industry he 
solved a merchandising @ 
well as a packaging problen 


an a © 2 
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Catalin is a fascinating material. Because 
its richness of color, it is most appeali 
to the eye ... and because of its exquisite 


radiant surface, it is charming to the toug 


These two attributes give Catalin sales app 


... the vital packaging factor. 


Vital, too, are the factors of cost and flexibil 


of handling ... Here, again, Catalin qualifif 


The powder containers and sundry ite 
shown to the left are simple hollow cylind 
of Catalin, cast in lengths and then cut 
package size. The covers and bases are shé 


of Catalin in matching or contrasting colé 


If the marketing of your product present§ 
merchandising problem, or a packaging pr¢ 


lem, we invite your investigation of Cat 


. it may also solve your selling problé 
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GREASENE 
73 


GREASE-PROOF 
_OIL-PROOF 
WATER-PROOF 
‘ODORLESS ¢ 


%. 
GREASENE \. 
KEEPS ALL THE 
”, NATURAL OILS AND 
, FLAVOR INTHE / 
. PRODUCT 


___“_y’ cReasene » 
- GREASENE IS USED BY 


IS ECONOMICAL ‘ SOME OF THE 
LET US SHOW © WORLD'S LARGEST 


FOOD PACKERS 
WHAT WE CAN 


SAVE YOU © 


scctanr PA POS 
CARTONS 


THE GARDNER-RICHARDSON COMPANY MuIbDDLETowN, ere 


Offices in New York, Philadelphia, Chicago, Cleveland, Boston, Detroit, St. Louis, Pittsburg 
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Quick facts about ; 
Anchor-Gapstan 

Service for 
packers in glass 


Name any product... and you 
will find an Anchor Closure de- 
signed to seal it properly, con- 
veniently and attractively. 
Anchor's line of caps, made of 
tin, aluminum and plastics, is 
the most extensive available. 
It includes air-tight, cover, and 
vacuum types of caps, sup- 
plied gold lacquered, with col- 
ored lacquers and coatings or 
with private decorations, as 
well as sealing equipment for 
the application of many of 
them. 


* * * 


From Capstan and Salem glass 


factories come fine glass con- 
tainers for the broad field of 
packaging—for foods, drugs, 
cosmetics, wines and liquors, 
chemicals and insecticides, 
polishes, specialties of all 
kinds. 
* * * 
As to sales and service, the 
Anchor-Capstan organization 
blankets the U. S. and Canada, 
with branch offices in all prin- 
cipal cities and each staffed 
with qualified packaging en- 
gineers—men of long experi- 
ence in the problems of seal- 
ing, of high speed production 
and of packaging—prepared to 
make unbiased recommenda- 
tions of suitable glass contain- 
ers and closures. 
* * * 


Back of the field organization 
are further Anchor-Capstan 
services at your disposal 
whenever you may require or 
desire them... our chemical 
and biological laboratories, our 
research staff, package design 
service and engineering de- 
partment... all to insure you 
the best, most efficient and 
economical packaging results 
for your own particular con- 
ditions. 


ANCHOR-CAPSTAN 


HW GLASS CONTAINERS *& CLOSURES 
We SEALING EQUIPMENT 
He RESEARCH he PACKAGE DESIGN 


5 STAR SERVICE 





If you really want to find out for yourself why 


we say, “Let’s be Practical about Packaging,” 


Pont Supt 


The man in charge of production in any packaging plant is a busy man and 
he has his troubles, plenty of them. Let’s hear what the one pictured at 


our left has to say about practical packaging. 


“In our plant we’ve gone through all the grief that comes from tricky 
packages. We’ve had our share of leakers, false seals, hold ups in production, 
containers that are hard to fill, fragile glassware and all that. But those 
days are over forever. We make sure now, first, that our glassware is com- 
mercially right; strong, clear, accurately finished, properly proportioned 
so it will sit solidly on the conveyer line, in transit and on the dealer’s 
shelf. The closures we use are mighty good-looking but, more than that, 
every one is exactly right for the product it seals. The equipment we use 
for sealing is right, too, because it is built for high speed, heavy duty, 
continuous production, is efficient and trouble-free. We solved our problems 
when we switched to complete Anchor-Capstan service—glass, caps and 
sealing equipment. Any wise superintendent who wants to have pleasant 


dreams at night ought to do just as we've done.” 


Modern business demands perfect co-ordination in the production end— 
for speed, economy and profits. All Anchor-Capstan products are engi- 
neered to meet production needs. For a recommendation on the types 
of containers, closures and equipment best suited to your particular con- 


ditions, apply to any Anchor-Capstan office... no obligation, of course. 
* * * 


This advertisement is published in the interests of prac- tn the following cities: Atlanta, Baltimore, Boston, Chi- 
tical packaging by ANcHoR Cap & CLosurE Corpora- cago, Cincinnati, Cleveland, Denver, Detroit, Houston 

TION, Long Island City, N. Y., Capstan Giass Com- Los Angeles, Loutsvtlle, Montreal, New York, Phila- 
PANY, Connellsville, Pa., and its associate company, delphia, Pittsburgh, Rochester, St. Louis, San Franci 


SaLem Giass Works, Salem, N. J., with branch offices 


~ Anchor-Capstan 





TODAY-ACME SILVERSTITCH ALWAYS 
ASSURES FASTEST, SMOOTHEST STITCHING 


Unvarying quality in Acme Silverstitch means ing is always uniform. The one-piece 10-lb. coil 
faster, better stitching. Seven years have found cuts changing time. You can depend on Acme 
this stitching wire always accurate in temper and Silverstitch — year after year. Try a free sample. 
dimensions. Its galvanized rust-protective coat- State size. 


ACME STEEL COMPANY, General Offices: 2843 Archer Avenue, Chicago 


Branches and Sales Offices in Principal Cities 
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STITCHING WIRE GIVES STRONGEST, SUREST JOINTS IN CORRUGATED AND SOLID FIBRE BOXES 
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PYROXYLIN 
COATED 


2 BOXES 











THE BEVERIDGE= 
MARVELLUM CO. 


HOLYOKE MASSACHUSETTS 









EXQUISITE / 
RAMS Er ¥ 
EXTRAORDINARY / 


C?) CP) CP) 


The (?)'s are for the man who knows his box-cover papers! 
We ask YOU to check the soundness of our enthusiasm for | 


An achievement in box-cover papers made possible by 
a new, exclusive Beveridge-Marvellum process 

















SHELL-GLO is exquisite . . . exclusive . . . extraordinary. 
PYROXYLIN is the basis of the unusual qualities of SHELL-GLO. 


By means of this new process we have created inherent beauty; beauty that is ; 
lasting; beauty that withstands, without damage, the rigors of high-speed production. 


The base stock of SHELL-GLO meets every requirement for strength and fold. i" ( 


TROT ee 
ome 


# 
The bloom of freshness of SHELL-GLO has unlimited appeal. 
SHELL-GLO is waterproof. Wash it if you care to do so. [ 
SHELL-GLO is offered in six colors . . . plus white : 
Blue lvory Pink Green Orange Gray ) 
FOR THE PACKAGE UNUSUAL... USE SHELL-GLO 


Sample Sheets Gladly Furnished 





The Beveridge-Marvellum Company 


Manufacturers exclusively of Pyroxylin Coated Papers 


Holyoke, Massachusetts 





DISTRIBUTORS:—Bradner Smith & Co., Chicago, IIl. -:- Henry L. Goodman, Boston, Mass. -:- John Leslie Paper Co., Min- 
neapolis, Minn. -:- Holyoke Coated & Printed Paper Co., New York, N. Y. -:- Hughes & Hoffman, New York, N. Y. -:- A. Hartung 
& Co., Philadelphia, Pa. -:- Matthias Paper Corp., Philadelphia, Pa. -:- Nassau Paper Co., St. Paul, Minn. -:- Orchard Paper Co., 
St. Louis, Mo. -:- Blake, Moffitt & Towne, Pacific Coast. -:- E. H. Wilkinson & Co., Ltd., Toronto, Canada. 


















This insert is printed on SHELL-GLO, Pink. 
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THE FESTIVE TOUCH 4 shirt can be merely a nice piece of merchandise or a delightful GIFT during 
the holiday shopping season. If it is carefully wrapped in a Protectoid gift wrap, holi- 
day shoppers will see it as a fine gift. Your holiday sales volume will be appreciably 
increased and you will know definitely the proven fact that well packaged attractive 
merchandise in a Protectoid Gift wrap is mighty good business. 

Pleasing holiday designs and sentiments can be colorfully printed directly on a Pro- 
tectoid wrap or band as shown on this shirt package. 

We will gladly dress a sample of your regular package in a Protectoid Gift wrap. 
No charge and no obligation, of course. Just address Protectoid Division, Celluloid 


Corporation. 


PROTECTOID 
is crystal clear 
wrinkle proof, 
erease-, moisture-, 
water-, odor-, 
and vermin-proof. 
Non-stretching, 
non-sbrinking— 
unaffected by 
changes of temperature. 


PROTECTOID 
printed produces beautiful 
multicolored effects in precise 
register. Use printed or un- 
printed Protectoid on all your 
packages throughout the 
year. 


PROTECTOID 


Trade Mark Reg. U. S. Pat. Of. 


is a Product 


of 
CELLULOID 


CORPORATION 


ESTABLISHED 1872 
10 E. 40th St., NEW YORK 
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Packaging to Win Holiday Trade 


BAKELITE 
BAKELITE 


THE 


12 


CORPORATION 


MATE 
MODERN PACKAGING 


OF 


BA 


ode mors shown above distinguish materials 
@ensioctured by Bakelite Corporation. Under the copitel “6” is the 


REAL 


OTe registered tr 
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PACKAGING for the Holiday Trade 
may be greatly simplified through 
the use of Bakelite Molded. Every- 
day practical items, such as garters, 
suspenders, and belts become ap- 
proved “gift-wares” when offered in 
richly lustrous Bakelite Molded 
boxes. Items of greater intrinsic 
worth such as jewelry are given 
added appeal when packaged in 
attractively designed Bakelite 
Molded cases which provide a 
quality setting. 

More and more merchandisers of 
practical as well as luxury goods 
are cultivating the favor of the 
holiday trade by using Bakelite 
Molded containers. Many of these 
are of the dual-use type, and when 
original contents are removed or 
consumed, the Bakelite Molded 
containers have a permanent value 
as cigarette boxes, ash trays, jewel 
cases, sewing baskets, or for other 
uses. 

Another material which has many 
advantages for holiday packaging is 
Revolite. This is a flexible, water- 
proof cloth processed with Bakelite 
Resinoid. It may be had in gold and 
silver, and a range of distinctive 
and brilliant colors. This durable 
cloth may also be used effectively in 
creating new and unusual window 
and counter displays. 

We would be glad to discuss with 
you the possibilities of packaging 
with Bakelite Materials, and also 
invite you to write for a copy of our 
illustrated booklet 8C, “Restyling 
the Container to Increase Sales”. 


CORPORATION, 247 Park Avenue, New York, N.Y 
CANADA, 


LIMITED, 163 Dufferin 


0 F 


43 East Ohio Street, Chicago. IJI]I. 


Street, Toronto, Ontario, Canada 


LITE 


PAT OFF 
umencol 1190 for infinity, oF unlimited quantity It symbolizes the infinity 
umber of present ond tvtvre uses of Bakelite Corporation's products” 


A THOUSAND 


USES 
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FLORAL PIQUE 


Here is a recent development created by Hampden, 











that goes a long way toward lifting a box out of the 
commonplace. This new box paper is made in a 
wide variety of up to the minute colors. Let us mail 


you working sheets for trial purposes. 


Made and sold exclusively by 
HAMPDEN GLAZED PAPER & CARD COMPANY 


Holyoke, Massachusetts 














COMPLETE— 
Economical Packaging 


—for an item that is “difficult to pack” 


Here are the carton and the containers that make 
up a compact unit for the shipment, sale, and coun- 
ter display of Bryant Cord Sets. 


Printed in two colors on white board, cut and 
scored to simplify handling and packing, Warner- 
craft designing has created a complete, economical, 
and effective packaging job for an item that is 
ordinarily “difficult to pack.’ 


For simple or complex packaging jobs... in 
long runs or short... with folding or set-up 
boxes... Warnercraft designing and precise work- 
manship can be as effective for you as for many 


others whom we serve. 


THE WARNER BROTHERS COMPANY 


BRIDGEPORT - CONNECTICUT 
200 MADISON AVE. - NEW YORK - AShland 4-1195 





























WARNERCRAFT 


THE FINEST WORD IN PACKAGING 
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How deftly she blends the 


beauty of form with captivating color. How cunningly she 
courts attention. How successfully she gains her end... 
Dame Nature has an able imitator in the charm of molded 
Resinox. Her flowers are fashioned to lure the bees. Your 


package — molded of Resinox—will lure buyers. There 
is a Resinox molding material for every packaging need. 


_RESINGY 


LAMINATING VARNISHES 


For complete information concerning Resinox molding materials, please write 


RESINOX CORPORATION, 230 PARK AVENUE, NEW YORK, N. Y. 
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CONSUMERS NEED NO SEARCHLIGHTS 


to select the Ribbonette-tied package. It stands out from all others, an object 
of beauty and of compelling sales appeal. Ribbonette—the regular stylized type 


or the new Multicolor—is available in hundreds of new patterns. Write for 


samples or send us your present package. We will return it, tied with appropri- 


ate Ribbonette. Address— 


RIBBONETTE DIVISION 
CHICAGO PRINTED STRING 


2319 Logan Blvd., Chicago, Ill., 55 We 





Oval, Oblong, Square and Round, 
Spiral convolutely wound; 
Or what your needs may be in cans, 


They all will fit in R. C. plans. 


When you’ve had cans that wouldn’t do, 
You’ve looked a large assortment through; 
It’s then when you will understan’, 
The value of an R. C. Can. 


It matters not how good you are, 
In buying cans at below par; 

The very best that you can get, 
Is honest value every step. 


The fact remains that price alone, 
For lesser service can’t atone; 

The higher cost will be retrieved, 
Where honest value is received. 


You'll find that cans made by R. C. 
Are built as good as they can be; 
And not to meet a certain price, 
To do those things that aren’t nice. 


To get real cans and service too, 
This tip will be a help to you; 

Don’t waste your time to scheme and plan 
Just phone or write the R. C. Can. 


R.C. CAN 


COMPANY 


MAIN OFFICE AND FACTORY 
121 CHAMBERS ST., ST. LOUIS, MO. 


BRANCH FACTORIES 
2809 E. 14TH ST., KANSAS CITY, MO. 
RITTMAN, OHIO 


SALES OFFICES: Saint Louis, Rittman, Ohio, Kansas City, Atlanta, Dallas, Detroit, Fort Worth, Houston, Louisville, Memphis, 4 
Milwaukee, Minneapolis, New Orleans, Omaha, Pittsburgh q 
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Labelling 
a New, Successful Coffee 


Just a few short months ago, Continental Coffee Company 
presented their new brand of NATUR-FRESH Coffee to the 
thinking housewives of America. An unusually smart mer- 
chandising program has secured distribution in 23 states 
.... half the nation. Folks who crave really good coffee—and 
who doesn’t—cannot fail to understand the intelligent basis 

* on which this coffee is being sold. 


The labelled carton is a distinct 
contribution to the science of modern 
a . ..» well designed... 
colorful and refreshing in appear- 
ance. Kittredge was selected to print 
the labels, because it was appreciated 
that the quality appeal of any fine 
product must begin with thewrap- 
per. Incidentally, the labels were 
KITTLACO coated to make them 
moisture proof, to intensify the color 
and to add that eye-appealing lustre 
that only KITTLACO can give. 


For half a century we have 
produced fine labels and wrap- 
pers. A diversified experience 
gained from contacts with every 
type of industry, fits us to offer 
you sound, practical advice on 
how to best label your 
products. 


Labels # Wrappers e Box 
Covers @ Varnishing 
Coating « Embossing 

Die Cutting 


‘The LABEL Helps Sell Your Product” 


RI KITTREDGE & COMPANY 


r & Green Sts, 


‘Chicago, Il. 














FOODS «+ MEDICINES 
TOILETRIES 
ADHESIVES + PAINTS 
POLISHES + LUBRICANTS 


WHEN TO BUY? 


WHERE TO BUY? 


OUR PACKAGING ADVISORS 
CAN HELP YOU 


WRITE US FOR INFORMATION 


NEW ENGLAND 
COLLAPSIBLE TUBE CO. 


21-33 WALLER ST. NEW LONDON, CONN. 
3132 SOUTH CANAL ST. CHICAGO, ILL. 
500 FIFTH AVE., NEW YORK 
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Stamina makes champions ...among Case Sealers, 


Standard-Knapp performance has brought continued leadership 


ON DYN DE 4.7) meee) tte): ¥-Wale). 


MANUFACTURERS OF CASE SEALING, CASE. PACKAGING, AND CAN LABELING MACHINES 
909 Western Ave. 


' 43-27 33rd Street 208 W, Washington Street 1001 Society for Sav. Bldg. 
LONG ISLAND CITY, N. Y. CHICAGO CLEVELAND SEATTLE 
420 S. San Pedro St. 189 Second Street Windsor House, Victoria St. 
SAN FRANCISCO iO) 1010) NF ENGLAND 


LOS ANGELES 





PACKAGES dressed in the gay spirit of 
the Midwinter holidays are eagerly bought by the 


season’s shopping throngs. 


Now is the time to plan for the happy friendly 
labels and stickers to be used on merchandise 
which will be sold in the holiday season. The 


added touch increases the selling appeal. 


This season you will want something out of the 
ordinary, something to make your packages irre- 
sistible. Cameo designers and production facili- 


ties can give you that pleasant originality. 


You will not be obligated by requesting a call 
from our representative. He brings to your prob- 
lem the fullest cooperation of our designing staff 


and plant. Write us today. 


Die Cuttin ug G Engraving (a, 


154‘W IA th. Street 
New York 


J 
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gee na in packaging as well as ex 
cellence in product distinguish Phillip’ 
Magnesia Tooth Paste, the original milk of 
magnesia dentifrice. A patented countersuf 
ribbon opening, devised by Sun, prevents thé 
unscrewing of the cork liner in the cap—aff 
annoying feature of ordinary ribbon open 
ings. And Sun’s reproduction of the unusual 
Phillip’s design leaves nothing to be desired) 





SUN TUBE CORPORATION - HILLSIDE, N. 


CHIGAGG. ILL. ' DETROIT, MICH. CINCINNATI, OHIO ST. PAUL, MINN. LOS ANGELES 
Harry Holland & Son, Inc. Harry Holland & Son, Inc. R. B. Busch Alexander Seymour Package Ass 
400 W. Madison St. 1941 W. Fort St. 100 So. Ohio Bank Bldg. 1745 University Ave. 900 East 3! 
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IDENTITY signals action! 


Expertly PACKAGED, your 
product knows no hide- 
away in the store. 


Eyes will quickly locate + 
fingers point « and it’s a 


Sale! 


Your PACKAGE displays 
contents value by Face 
Value +» when it's a 


NATIONAL CAN. 


/; PL 


| 5 

NATIONAL CAN COMPANY «Inc. 

FOR OVER A QUARTER CENTURY e KNOWN AS METAL PACKAGE CORPORATION 
EXECUTIVE OFFICES ¢+ 110 EAST 42nd STREET © NEW YORK 


One of America’s Largest Canmakers 


SALES OFFICES AND PLANTS » NEW YORK CITY ¢ BALTIMORE * BROOKLYN ¢ CHICAGO «+ BOSTON «¢ DETROIT »* NEW ORLEANS 
FISCHER CAN COMPANY DIVISION ° HAMILTON ° OHIO 
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You will find a complete line of Kimble Vials 
for Droppers, Applicators, Shaker Tops, Goldy 
Seals, Re-Seal-It Caps, Slip Caps, Screw 
Caps, and specially designed vials for special 
purposes. Specifications on request. 


HE PACKAGE which carries an article to its various markets | 

serves the primary purpose of PROTECTION. If, in addition, | 
it is attractive to look at, it has double the chance to win. 

Kimble Vials possess both of these features. They are as 
beautiful in design as they are strong and safe in construc- 
tion. Even the casual shopper—even a buyer who is not 
package-conscious — senses instantly the appeal of these | 
dainty, colorful, easy-to-carry vials. They lend themselves to 
effective display and minimize sales effort. 

Every Kimble Vial is retempered to give strength and 
resistance to shock. Each vial is accurately threaded and 
scientifically closured. They are air-tight and leak-proof. They 
are light in weight and travel at low cost. 

It is worth the time of any manufacturer of drugs, per- 
fumes, proprietaries, chemicals and food products to confer 
with Kimble first to insure the success of the sampling cam- 


paign or new package they may be planning. 


K ) KIMBLE GLASS COMPANY. - - VINELAND, N. J. 





> NEW YORK+ PHILADELPHIA*BOSTON+CHICAGO>DETROI!I 
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Take a look beyond the manufacturer to his cus- 
tomers and you will usually find a fair measure of his 
service. We believe this is proved in our own case. 
For over fifty years (since 1883) we have served 
hundreds of firms, some of whose packages and dis- 


plays we illustrate on 


this page. Many of giz 


these customers have 
generously credited us 
with invaluable help a EASIER QUICKER 
along lines resulting 
in profitable stimula- 
tion of their sales. In 
doing this we have 
built up an unusually well-equipped manufacturing plant, supported by a 
designing and planning staff which has gained a reputation for its creative 


and practical ability. 


Whenever you wish to consult with us on any problem with regards to 
packaging of your merchandise, or the display of it, we shall welcome the 
opportunity, and are glad to offer our help and services for preliminary 


discussion without the slightest obligation. 


F.M. HOWELL & CO. 


214 Maple Ave., ELMIRA, N. Y. 
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A section of a U. S. equipped fully automatic bottling We have been solving bottling prot 
line with U. S. Automatic Washer, U. S. Rotary for producers of liquid and semi 
Filler and U. S. Capper shown in picture. products for over a third of a cent 


U. S. Machines have been giving 
and satisfactory service in many 


WE MANUFACTURE AND INSTALL outstanding bottling plants throu 


Agitators Vacuum Fillers Filters the United States and in fa 
Belt Conveyors Accurate Measure Pumps countries. 

Cappers Fillers Strainers 
Corkers Syphon Fillers Washers 
Dryers Storage Tanks Water Stills U. S. Machines are _ recognit 


standard in bottling operatiot 
fully automatic plants, semi-auto 


BOTTLING and PACKAGING ENGINEERS equipment or for hand operation. 


U. 8. BOTTLERS MACHINERY C€ 


4015-4035 N. Rockwell Street Offices in all principal cities Chicago, 

























These sales-compel- 
ling containers typify 
the fine workmanship 
that is but one part of 
Continental’s packag- 
ing service. Continental 
cooperation, extended 
to any manufacturer 
with a packaging prob- 
lem, includes those 
three basic merchan- 
dising ingredients—re- 
search, design and 
package development. 





EPSOM SALT 


MAGNESIUM SULPHATE 
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a smart choice 


for capping a 





smart package 


innovated by ARIDOR, the medium- Sag 





deep *I-T* (Inner-Thread) cap has 
been widely adopted for GCA #410 
finish bottles if you pack bril- 
liantine, hand lotion, or other prod- 


ucts in this type of bottle, it would 


be smart to write for samples - 18 
or 20 mm - and interesting prices. : “a 


c 3428 WEST 48TH PLACE » CHICAGO 
AUGUST, 1935 95 








Packomatic Container Sealing Machine in the Jersey Cereal Co., 
Irwin, Pa., Plant. Packomatic Equipment is also being installed 
in their new plant at St. Joseph, Missouri. 


A Few Nationally Known 
Packomatic Enthusiasts 


The Quaker Oats Company 
Canada Dry Ginger Ale, Inc. 
George A. Hormel Company 
Lavoris Chemical Company 
Armour & Company 

Ohio Salt Company 
Anheuser-Busch, Inc. 

Procter & Gamble Company 

The Sanitary Grocery Company 
The Carnation Company 

The Postum Company, Inc. 

The Cream of Wheat Corporation 
Great Atlantic & Pacific Tea Company 
Diamond Crystal Salt Company 
Jos. E. Seagram & Sons 


lf you want— 


SPEED — 


If you want— 


ECONOMY 


Do it the 
PACKOMATIC WAY! 


The outstanding fact about Packomatic Machinery is 
that it’s known in more than 2000 manufacturing plants 
as money saving equipment. 


As never before, Packomatic Machinery is being used 
throughout the industries who have packaging problems 
to meet. And it is helping them whip these production 
problems, saving hand labor, floor space, and the pro- 
ducing of more uniform packages. 


Packomatic Machinery is a doer of the old work ina 
new way. Aconvenience? Certainly! But primarily 
it’s a money saver. 


Let one of our Engineers show you Pack- 
omatic economy, and how it will effect a great 
saving in your plant. This information will cost 
you nothing but your time. Phone us—Wire 
us—Write us. Our Engineer will meet you at 
any time, any place. 


PACKOMATIC CONTAINER SEALING MACHINE 
Paper shipping containers filled with cans or other type packages are automatically sealed 
with this Packomatic machine. Both top and bottom flaps are sealed simultaneously, if desired, 
and machine is rapidly adjustable for a wide range of sizes. Furnished for any reasonable speed. 


—BRANCH. OFFICES— 


20 E. Jackson Blvd. 
CHICAGO, ILL. 


11 W, 42nd St. 
NEW YORK CITY 


17551 Daleview Ave. 
CLEVELAND, OHIO 


430 Howard St. 
SAN FRANCISCO, CAL. 
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PINGIKCOINIANTIIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 
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...and here’s what happened in Richmond, Va.: 


From the beginning, last January, this 
“*K-Man” display has played a major role in 
the marelentte of canned beer. Designed 
for the G. Krueger Brewing Company— 
first to market canned beer in our Keg- 
lined Can—it does five things. 

1. It gets an entire case of beer displayed on the 

counter for the first time. 
2. It stages the product strikingly. 


3. It urges examination of both the product and the 
special opener. 


4. It provokes questions, giving the dealer a chance 
to “sell”. 


AMERICA 


MERCHANDISING 


5. It ties in the Krueger “K-Man” trademark with 

the product and the advertising. 
Surveys in Richmond, Virginia, where canned 
beer was introduced with such success, show 
these startling results: 
85% of Krueger’s retail outlets used one or more 
of these displays in prominent positions. 
Calls on 2,000 families revealed that 31.1% had first 
learned of beer in cans from store displays. 

e 2 e 

Canco’s lithographed metal displays are doing a 


real merchandising job for manufacturers in every 
retail field. 


N COMPANY 


A ryit ys DIVISION 


DISPLAYS 
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DEALERS LIKE IT! 





~ like : 


new/ 


after 
months of 
wear 


UWI 


Art Work by Bernhard ° Lithography by Einson-Freeman Company, Inc ® Stock for Folding Displays Ridgelo Clay Coated by Lowe Paper Comput} 


The new displays prepared for Griffin ALLWITE are the “punch” unit of a fine 


campaign. Distinctive design, brilliant cclors, uniform art theme are responsible 
for its success. It is advertising that dealers like! 


If you are interested in results—from a tiny folding carton or a giant display 


container standardize on worthy materials—RIDGELO Clay Coated. Sample 
sheets will be sent gladly on request! 


Ridgelo 


iedindiet FOLDING BOXBOARD 


Pacific Coast Distributors: 
W. P. Bennett & Son, Toronto — A. E. Kellogg, St. Louis Made at RIDGEFIELD, NEW JERSEY i 
MacSim Bar Paper Co., Chicago by LOWE PAPER COMPANY Blake, Moffitt & Towne — Zellerbad 
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Ln appraising the merit of a book, you 
cannot rely on outward appearance. What is true of 
books is equally true of closures. That is why it is wise, 
in buying, to consider the name behind the product. 


CCS has been making closures for nearly fifty years. 
Continued growth in many fields is evidence of its ability 
to meet the demands of present day sealing requirements 
and of the integrity associated with its name. After all, 
ccs more than 12,000 customers can hardly be wrong in 


ONE PIECE VACUUM CAPS their judgment. 


SCREW CAPS LUG CAPS CROWNS DOUBLE SHELL CAPS 
In a class by themselves VACUUM CAPS V.P.0.CAPS = MASON CAPS CAPPING MACHINERY 


CROWN CORK AND SEAL COMPANY ¢ BALTIMORE MD. 
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THOoUusANDs spent on research . . . on development and perfection 


. . thousands more, possibly millions, on advertising . . . but a 


package that’s casual, ordinary, non-interpretive of the fine quality 
product within. That’s the story of hundreds of products on dealers’ 


shelves. How foolish this packaging neglect! 


Aggressive manufacturers are fast recognizing the sales value 
of effective packages . . . especially PACKAGES THAT SELL 
. . . by Ritchie. They recognize in a well-styled package a mer- 
chandising medium that carries on from where advertising leaves 
off . . .a vital, dynamic sales force that’s at work every hour dealers’ 
stores are open . . . beating down price competition . . . empha- 
sizing quality . .. a constant point-of-sale reminder of appeals 
stressed in advertising. 

Restyle, modernize your package. Obtain the impelling origin- 
ality, the well-styled individuality, and the good value economy of 
packages by Ritchie. Let Ritchie designers help you. . . as they have 
Walgreen Company, Frederick Stearns, Bauer & Black, scores of 
food product manufacturers, and hundreds of others. 

The creative and package styling facilities of the Ritchie Organi- 
zation are at the disposal of firms of established responsibility. 


Send for “PACKAGES THAT SELL” 
A style review of modern sales-producing 


ackages ..... many pages of striking 
§ J § § 


idea-giving packages ..... several prize 
and fe winners. Send for it today. No cost. 
Se 


PAPER BOXES + ALLIED PRODUCTS + FIBRE CANS 
New York Detroit Minneapolis St. Paul 
8849 BALTIMORE AVENUE, CHICAGO Los Angeles St. Louis Ft. Wayne 
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A LACQUERED 
CARTON 








Loox at the EGyPTIAN Lacquered caftesr 
Fold"it inte shape and, déliberatdly soibic with Witt, iB 
or even ink and chepjcleanrwith 4 demp cloth. Nouike: 

how.it réturfis.to. ics otiginal freshness\andép iveness. 
Compare this with an unlacquered, ¢arton§ | 


No matter how skilifully)apac ape inaygbe \desi od, its 

















mefchandise effectiveness ts dite portional \ko its. oes ae 
ability to remain attgactive om saley’ or\in his ‘ 
store, | No matter) how iwell#the’ arti i have used ——" 
color and design, all are nullgfredeft_ the age becomes — ae {\ AY 





EGYPTIAN PAPER COATIN 1 Fatdupa\ 

is becoming. generally popular\o! Pa OA, 
~~ labels, wrappers, bags, displags, agdzidecoyers and jn- 
serts;-and-forsmany specialty paper items which reqhi 


the specific benefits provided by the finish are sumngari2 
on the carton at the right. z 





















EGYPTIAN Paper CoATING Lacquer is formulated for 
application by regular roller-coating machines; such./as | 
are used to apply ordinary spirit varnish. ; +t dp 
i 
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THE EGYPTIAN’ LACQUER MANUFACTURING CO . 
90 WEST STREET, NEW YORK 


ECTPTIAN LACQUER | 


See 3 "Sy 
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Announcement TO CELLOPHANE, 
SYLPHRAP ano oTHER TRANSPARENT PACKAGERS 


PETERS THEMCO TRANSPARENT CELLU- 
LOSE CUTTING MACHINE 


a machine for modern packaging requirements 


SPEED Cuts and stacks 5000 to 6000 sheets per 
hour. 


FLEXIBILITY Changes quickly from delivering 
one size sheet to another as required, or cuts several 
sizes at the same time. 


SIMPLICITY Minimum 
number of moving parts, 
easily reached, only one ad- 
justment to change size of 
sheet. Requires no atten- 
dant operator. 


PORTABLE  Occupies 
space of only 36 x 36 inches 
and can be moved from 
place to place in your plant. 
Operates from any light 
socket. 

Save money with this ex- 
cellent machine. 17% sav- 
ings alone on roll over sheet 
cellophane. 

NOTE: The famous Themco Transparent 
Cellulose Cutting and Stacking machines 
are now being made and serviced by the 
Peters Machinery Company. These machines 


were formerly manufactured by G. W. Mudd 
Co., Chicago. 


> PETERS 


THEMCO, 
PETERS MACHINERY COMPANY 


General Office and Factorye 4700 RAVENSWOODJAVE. 


CHICAGO,U.S.A. 
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. WILL HOLID 


reach for YOUR PACKAGE? 


a 


ARE you sure that your Holiday liquor package is so truly attractive that the consumer 
will reach first and most naturally for yours? Does design, color and shape give a pleasing 
foretaste of the fine contents of your package? Does it invite preferred display in the deal- 
ers’ stores? Does it suggest its desirability as a pleasing gift? 
Now is a good time to be asking yourself these questions. Also it is a good time to let us 
do the thinking necessary for the right and profitable answers to these questions. Our 
long experience in creating attractive clay coated cartons for national packaging leaders 
will be of material aid to you. New or established brand, our package counsel and design 
cooperation am to command without obligation on your part. 

’ ty 

: x 


For greatest printability and utmost rigidity in 
your cartons, specify A.C.M. Clay Coated Board 


AMERICAN COATING MILLS, INC. 


oy Nace], Mia Ab Le), | 


‘NEW YORK ELKHART, INDIANA CHICAGO 
22 EAST 40th STREET WRIGLEY BUILDING 


i 





NOW— 


with National distribution 


Hold bottom of box 
toward you loosely 
with palms of hands 
on ends. Press hands 
toward each other. 


Wire Pull lightly toward 


FRADE MARK REG. US PAT.OFE, 
Ano PORE on COUNTINGS d i 
Wo rmee Parents ends, tuck in flaps. 


PE nOINS 
Simplex Paper Box Corp., Lititz, Pa. 


*“‘The Solution To The 


and used by scores of 


THE NATION'S 
SUCCESS 


MOST 
FUL 


MERCHANDISERS 


Set-Up-Box Problem” 





Because Simplex are stronger— 
Because Simplex save time— 
Because Simplex save floor space— 
Because Simplex reduce cost— 


Hosiery, Shoes, Shirts, Knitwear, Sheets, 
Blankets, Towels, Underwear, Infants’ 
Wear, Hardware, Candy, Chemical and 
Medicinal Preparations, Cosmetics, 
Soaps, Meat and Food products are 
packed in Simplex Boxes. 
Because Simplex will save time, money and floor space 
in the packaging of your product—it may be wise to in- 


vestigate. Of course—we will welcome your demand 
for details. 





Close fingers on top 
of flaps, bend down. 


NATION WIDE 


Leading manufacturers of 
paper boxes throughout 
America now licensed 
to make Simplex boxes. 
Drop us a card that we 
may advise you as to your 
closest source of supply. 








THE SIMPLEX PAPER 
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THE SIMPLEX BO 


ERECTED IN 
ONE SECO 


A simple twist, and 
flat pieces emerge & 
fect set-up box. N 
stronger—due to d 
wall construction. 
able to any merchan 


SIMPLEX 


BOX CORPORATIO 














“Dp | 99 
REMIUM PACKAGE 


plastic molded by American Record Corporation 


Another ARC-molded plastic package that helps to se// 
the product. It’s a “jewel” for counter appeal... a 
jewel box for re-use appeal. Gets the eye, rings the 
cash register! Smartly designed in miniature chest style; 
with snug fitting, domed and hinged lid; novel leg base. 
A set that glorifies feminine finger tips, and reminds you 
that a good new idea for packaging your product in 
plastics is always at American Record Corporation’s 
finger tips. 
@ MOLDED PRODUCTS DIVISION @ 


Plant and General Offices 
SCRANTON, PA. 








Executive and Sales Offices: 1776 Broadway, NEW YORK @ Chicago @ Detroit @ Cleveland @ Hollywood, Cal. 
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oa . 
Sound 
THE 
RIGHT NOTE 


In set up boxes for large scale mer- 
chandising (smaller requirements, too), 
BISLER knows how to incorporate ex- 
actly the right note—the note of pleas- 


urable anticipation. 


The festive CONFECTIONERY BOX, 
the elegant box for COSMETICS, 
CIGARS and FINE GIFTS, or the cheer- 
ful, robust box for FINE LIQUOR — 


BISLER endows each with a personality 


that combines salability with “Gift Ability.” 


If you want boxes for your merchandise 


to win favor with many, your inquiry 
should be sent to BISLER. We will be 
glad to cooperate in the development of 
SALES WINNING BOXES. Do not lose 


time. Write or phone us now. 


G. A. BISLER, Ine. 


5th & Brown Streets 29 Washington Street 
PHILADELPHIA, PA. BROOKLYN, N. Y. 


Market 2112 Triangle 5-9471 
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This picture was posed by “‘Terry-the-turtle,”’ a Box Turtle of the genus Terrapin, residing in the New- 
burgh woeds of southern Indiana. According to the rings on his shell, ““Terry”’ is now thirteen years old. 
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The Box Turtle is packaged for a long life. 
Lacquer, too, provides enduring protection. Its glass-like, 
gleaming finish repels dust, dirt, grease, and fingerprints. 
Lacquer does not soil easily, but if it becomes soiled it can 
be washed with ordinary cleansing agents, for lacquer is 
unaffected by water, soap, or alkalies. Lacquer-coated wrap- 
ping assures factory freshness of product and package even 
after many months delay at warehouse or retail store. To 
keep your product fresh—to reduce costly deterioration of 
merchandise between factory and user, investigate lacquer 
as an effective but inexpensive protection. Ask your paper 


or package maker for complete information concerning 


LACQUER-COATED PAPERS 


* 


There are many good 
lacquer-coated papers available for packag- 
ing purposes, and the advantages of lac- 
quer can be given to most any paper by 
coating either before or after printing. Lac- 
quer will not become tacky. . . nor will it 
cause inks to ‘‘run’”’ and discolor. The other 
side of this sheet is lacquer coated. 


(OMMERCIAL SOLVENTS (ORPORATION 
230 PARK AVENUE, NEW YORK, N. Y. 


NOTE: While Commercial Solvents Corporation does not manufacture lacquer, 
it supplies the coatings industry with important materials—Butanol and Butyl 
Acetate C. S. C.—which are determining factors in lacquer quality. 
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Engraver finishing steel mold for Varel powder box 


\ on craftsmanship that characterizes your products 

has much to do with their sales appeal. Where the 
finest in design and craftsmanship is required, look 
to General Electric and the thousands of parts and 
products which it has molded of Textolite. 


There are opportunities in industry, in the home, and 
in offices and stores for successfully applying the skill 
and ingenuity of those who mold Textolite. Dress 
your product up in rich, lustrous Textolite. Give it 
style and color—make it smart and distinctive—watch 


it sell. 


We have helped many manufacturers increase sales by 


designing their products for selling. Let us study the 


GENERAL @ ELECTRIC 











Varel powder box and lipstick container, molded of Textolite and 
Plaskon by General Electric for Breslauer, Inc., New York 


possibilities of adapting Textolite to yours. There’s 
a grade for every need. Send for a copy of our 36-page 
bulletin, PLASTIC PRODUCTS PRICE LIST, GEA- 
937C, which gives complete information on Textolite 
molded and laminated, and Cetec cold molded. 
Plastics Department, General Electric, West Lynn, 


Mass. 


943-31 
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SMITHCRAFTED CONTAINERS} 


S usual, Smithcrafted containers did their part in the General Foods 
Christmas Package. They provided the outward appearance to a pack 


age which represents quality in the extreme, they helped to 
emphasize that quality by providing a dress that suggests quality 


all, at first glance and that will prove quality in actual service. 
THE Smithcrafted basket which we are furnishing to the 
tine Foods Corporation for the packaging of their 
Christmas unit this year is practical, has a definite utility | 
value, has a definite appeal from the standpoint 
of distinction and beauty—and, as usual, through its 
richly decorated design, its leatherlike appearance, 
creates a desire for ownership that adds greatly fo 
the value which the recipient will place on the pack. 


age after the contents have been used, apprecic 


enjoyed and remembered pleasantly. 


ERHAFPS your packaging problem too can J 
solved with a Smithcrafted container. Foodst hs, 
lingerie, hosiery, cosmetics, perfumes, or what-ha . 
you—any item of quality merchandise which m f 
express its quality to the consumer in no uncertain terms is a logical a 


practical prospect for a Smithcrafted container. 


N quantities of 5000 or more we have built Smithcrafted containers at @ 
cost to the consumer of as little as 30c each. Full information about 
. SMITH ¢ possibilities which a Smithcrafted container can have for your mercham! 


Sweeery) dise will be gladly furnished on request. 
CHICAGO 


A. A. Lubersky, Sales Manager 


The S. K. Smith Company 


2857 North Western Avenue, Chicago 
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Focus consumer attention on your Christmas packages! 
Tie them in sparkling, lustrous Excell-O Ribbon. 


M\F atm Cone Cog 'ge Co) m-foreey ol (Mm igosueKocel-meselel price information. . 


FREYDBERG BROS, Inc. 


45 WEST 18TH STREET, NEW YORK CITY 








OPEN HOUSE for ALL PACKAGERS — 
—MERCHANDISERS, ADVERTISING AGENTS | 


The display rooms of MODERN PACKAGING are again 
open to packagers. A bigger array of the latest in packages, 
package materials and methods has been arranged for your 
inspection and study. It’s an ‘‘idea’’ show par excellence. 
It’s the visible record of another progressive year in this basic 
phase of marketing. The lion’s share of the country’s best 
packages from many industries—you will find it stimulating 


and inspiring. 


A cordial invitation is extended to you to see this comprehen- 
sive display. Browse around in it to your heart’s content. As 
usual, you will be able to study and compare without annoy- 
ance of unsolicited comment. Put a few hours in Modern 
Packaging’s display rooms on your calendar for your early 


New York trip. We will be happy to see you. 


MODERN 
PACKAGING 


425 FOURTH AVE., NEW YORK, N. Y. 





MODERN PACKAGING 




















BB" Crystals of the famed J. L. Hudson Company are smartly 
packaged for discriminating buyersin gleaming Bags by Royal. 
The use of the Royal satchel-bottom, all-Cellophane gives 
Hudson’s Bath Crystals the sales advantages of full visibility, 
absolute protection and maximum appeal at the point-of-sale. 
The package is given unusual strength through the use of a 
special built-in cardboard insert, securely fastened in the 


bottom folds of the bag. 


An extensive assortment of Bags by Royal are available for a 
wide variety of products which can profit by their protection 
and attractiveness. The Royal Package Development Depart- 
ment will gladly suggest the best and most economical bag 
for your product. Write for information. 


THOMAS M ROYAL & CO 


PHILADELPHIA USA 


NEW YORK CHICAGO DETROIT PITTSBURGH BOSTON 
ST. LOUIS MINNEAPOLIS SAN FRANCISCO DAYTON SYRACUSE 
FORT WORTH ATLANTA HOUSTON 











Bs has minee more molded packages 


ee | more aunccewdleal omnes 


THAN ANY FIRM IN THE INDUSTRY 


— 


In 1931 Auburn produced its first molded pack- 
age ...at a time when plastics were almost 
unknown in the packaging field. Since that 
time, Auburn engineers have created and 


molded many packages. 


That’s an important record, if you are consider- 


ing using a molded container. 


But ...even more important! Every single 
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package that-has_left-our drafting boards, in all 
these years of poor business and falling re | 
sales, has been rated ‘‘successful or better’’ by ne 


firms whose merchandise it has sold! 


If, more than a molded container, you want a 
package that will aid you in opening new outlets, 
in winning greater display, in creating salesa 
re-sales .... Auburn is qualified by ability a 


experience to aid you. Address— 
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Those who reach for’ the juvenile market know the 
need for packages that sparkle. 


AKRO AGATE packages, known to the children of 
America, are ''U S" products — as are also the folders 
and catalog pages which The Akro Agate Company 


uses to keep dealers informed. 


And those dealers will tell you that 
Akro Agate products can always be 
relied on for beauty, dependability, - 


uniformity—with packages in character. 


For packages of structural strength, 
evallievahs coloring, attractive pictorials, 
ol Ke¥-Taallake BNZ-Taalt LalcXo METI g-Letchomen Zol¥ FR colo 


canrely on''U S". 


@ Note: This insert, produced by letter-press 
in the "US" Cincinnati plant, reproduces 
some ofthe colored illustrations ina catalog 
folder made recently for the Akro Agate Co 


















“Out prod YOUR VOU 
Fhe UNITED STATES PRINTING 
& LITHOGRAPH COMPANY 


CINCINNATI NEW YORK CHICAGO BALTIMORE 
312 Beech St 52 ME. 19th St 205 M W. Wacker Dr 412 Cross St 
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A PHONE or a LETTER will bring you 


hundreds of ideas...for covering your 
Christmas and AllL-year-round Gift Boxes 





Charles \W/. Williams & Co., Inc. 


AUTHORITIES ON BOX COVERING PAPERS 
303 Lafayette St. — New York City 


CHICAGO BOSTON 
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THIS DISTINCTIVE SENTRY SEAL 





part- 
tratio 
deve 


@ This handsome 100% tamper-proof closure gives the assurance of ventu 
protected quality that wins customers and adds volume to your sales. view 
It guards your good name and investment against the inroads of im- they 
itation and adulteration. The attractive Sentry C.T. Caps with extended Probl 
corrugated grip are applied in the usual manner, and Sentry Guard : 
Bands, lithographed or plain, are placed over them, completely cover- 
ing the outer edges of the caps. Our special licensed banding machine 
then securely locks the lower edge of the band under the bottle ( 
finish. The PULL tab easily removes and destroys the band. Obtain 
further information from any branch office of the Owens-Illinois Glass 
Company, or write The Closure Service Company, Toledo, Ohio, 
a Division of Owens-Illinois Glass Company. 


CLOSURESSERVICE 
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This article covers a study in four parts. Actually a fifth 
part—that having to do with materials and methods—is included, pictorially, and explained by the captions of the illus- 
trations. ‘‘Economics of Gift Packaging’ analyzes the reasons behind holiday special packages and relates the recent 
developments to parallel economic changes. Then, taking consideration of economic chances since last season, it 
ventures to point the logical changes which follow in gift packaging. “The 1935-36 Trend Predicted’’ analyzes inter- 
views with buyers and the responses to letters. Most of the department store executives interviewed requested that 
they be not quoted directly so that an average of these opinions is expressed. ‘“‘How One Manufacturer Solves the 
Problem’ analyzes the work of Kerk Guild, Inc., in developing soaps as gifts and relating these to the packages used. 
“The Gift as Goodwill Advertising’’ is a study of the General Foods Christmas gift box for distribution among its stock- 

holders and employees this year. 


ECONOMICS OF GIFT PACKAGING 


HROUGH all the years packages have served a quadruple function—as protection for the 
product, as point-of-sale and after-sale advertisements, as decoration and as a useful part of 

the product or supplementary product incidentally serving package purposes. 
In the basic, everyday types of packages—the food, drug and other containers sold all year 
round—product protection is the principal package function and the others apply, if at all, with 
decreasing importance in the order listed above. Thus the typical milk bottle serves purely as a 
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protective container. The typical tooth paste tube has 
the added functions of product identification, instruc- 
tion as to use and, in some cases, advertising of special 
claims made for the product. 

The typical perfume package serves the purposes 
mentioned above and adds also decorative qualities 
suited to its use as a semi-permanent dressing-table 
item. Finally, as in the cases of molded cosmetic kits, 
some packages have placed upon them the added duty 
of serving a re-use purpose. 

Yet, in all the instances cited above, the order of 
importance of package functions runs from protection 
first to re-use as a last consideration. When, however, 
a product is planned for gift sale—particularly when 
planned for the Christmas trade—this order tends to 
be reversed. The package increases in importance as a 
means of enhancing the beauty and richness of the 
product while its protective features and advertising 
functions, though still most important, become less 
dominant considerations. 

An analysis of the reasons motivating gift purchase 
serves to explain this change of focus. For a gift, as 
an expression of goodwill, must be something unusual. 
Only little-loved maiden aunts persist in presenting 
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mufflers and mittens, while even the settlement house 
Thanksgiving basket substitutes the alluring turkey for 
everyday pork-and-beans. 

Hence, since time immemorial, all gifts—utilitarian 
or luxurious—have tended to be the sort of thing the 
particular recipient wouldn’t buy as an everyday pur. 
chase. It becomes the primary function of the gift 
package, therefore, to enhance this element of differ. 
ence-from-the-everyday; to serve as a sort of sign say- 
ing, ‘“Within is something very special, perhaps a little 
bit extravagant, a token of personal or seasonal good 
feeling,’ or some such similar thought. 

The merchant or manufacturer must recognize, as a 
first rule, the fact that each item, to justify gift pur. 
chase, must climb a little way out of its class; must 
lose to some degree its everyday nature and take ona 
special, seasonal covering. This applies, with equal 
emphasis, to the school-child’s dime-store purchase 
and to the banker’s diamond ring. Something in the 
product or the package—and preferably in both— 
must differentiate it from its everyday equivalent. 

In 1927 and 1928, a period of general economic well- 
being, this change to the unusual could be accomplished 
by the individual purchaser merely by the selection of 





he gift 
differ. 
nl Say- 
a little 


Wide possibilities for conversion of standard items to holiday purposes, 

through the use of stock or special bands and wraps, are illustrated by 

these samples taken from the current printed cellulose offerings of the 
Shellmar Products Company 


about an _ increasingly 
complete change in gift 
purchasing habits. 
People were able to 
spend less on each gift. They began to demand more 


items somewhat more expensive and more luxurious 
than the recipient would tend to purchase for himself 
or herself. In this period, gift packaging tended 
toward the more simple forms. Decorative wrappings 
and ties—often applied by the merchant himself— 


characterized the Christmas sales of the early and mid- 
dle twenties. But this practice was due to be changed. 
From ’29 to ’33 increasing income stringency brought 


utilitarian items—to supply, at Christmas, those semi- 
luxuries and former necessities which the recipients had 
begun to eliminate under the stress of reduced incomes. 





hy 
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In keeping with this trend, the nature of gift packag- 
ing changed. Even such everyday things as groceries 
became potential presents and it became the function 
of the gift package to so decorate and adorn these jellies 
and belts and alarm clocks and what-nots as to make 
them unusual and “‘gifty” in spite of their everyday 
nature. Manufacturers, by the score, who had never 
before considered their staples as gift items, found them- 
selves compelled to seek gift sales to bolster up falling 
demand. And in every instance where they succeeded 
in gaining such sales in volume, they did so by trans- 
forming their standard stock into special seasonal 
stock—a feat usually accomplished via the package. 


Left: Lace-paper and crystal-clear glass form Caron’s new Fleurs 
de Rocaille package. A printed set-up box, die-cut, discloses the 
flower motif. Below: Combining standard products with the 
necessary accessories is emphasized. Package designed by 
Owens-Illinois Glass Company, manufacturers of the bottles and 
distributors of the Libbey glassware pictured. Illustrative of the 
tendency toward simplicity of form and the lighter note in decora- 
tion are the two Dennison set-up boxes shown below 





Thus the comparative economic improvement of 
last year found gift suppliers confronted with conditions 
far different from those of a decade previous. Com- 
petition, in the first place, was infinitely keener and 
broader. Everything was now a gift whereas formerly 
only certain classes of goods entered this category. 
Secondly, they found a consuming public with a 
changed attitude towards gift purchase, a public that 
still looked for usefulness and value in the product 
itself and one that demanded distinctive gift-features 
as something in addition to product value. Upon the 


package, in short, devolved more than ever the duty of 
imparting the differentiation and added value which 
characterizes a gift. 

This trend was met in varied ways by different in- 
dustries and individual producers. Packages, of course, 
became more highly decorative The simple holly- 
crested, paper wrap had lost its effectiveness in most in- 
stances. In its place came more decorative boxes of 
varied sorts. Technical progress in the package sup- 
ply and package-making fields supplied such items as 
printed strings and ribbons, transparent cellulose 























printed ribbons, decorated transparent wraps, foil 
cartons, tags and labels, lithographed glass and molded 
closures and containers. 

Re-use packages met with much favor both because 
packages suited to permanent re-use—such as the 
molded ones—could now be had at reasonable cost and 
because such dual-use containers provided an added 
item of value which often served to clinch the sale. 

Group packaging likewise prospered. The public, 
willing to purchase everyday utilitarian items, was at- 
tracted by the type of package which took several low 
priced, related articles and combined them into a sort 
of kit. Particularly in the nail polish and cosmetic 
fields, such packages—in leather, molded plastics, 
glass and box-board—were susceptible to interesting 
design and won large and profitable sales. 

Thus the packager of 1935 is confronted with a world 
totally different in its reactions, demands and pur- 
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chasing abilities from that found ten years before. 
Its pocketbook, according to business indices, is little 
if any larger than it was in 1934. Its purse-strings will, 
however, prove somewhat looser because of such in- 
creases in confidence in the future which have occurred, 
slight through these may be. Its habits and demands 
will remain essentially the same: characterized by a 
willingness to purchase utilitarian as well as luxury 
items, provided, in both cases, that the package 
serves to distinguish the product from its all-year- 
round counterpart. Its desire for novelty will continue 
unabated—but always controlled and modified by a 
strongly developed sense of values. Hence packages 
that serve merely as frosting will again fail of their 
sales purpose, while packages combining holiday spirit 
with a decorative or re-use value will again win the ma- 
jor part of sales in the retail market which is looking 
to get its money’s worth. 





THE 1935-1936 TREND PREDICTED 


N gauging the trend of the coming season in holiday 

packaging, MODERN PACKAGING has interviewed a 
number of department and chain store executives, seek- 
ing to discover what types of packages they were look- 
ing for and specifying in planning their seasonal pur- 
chases for consumer sales. 

In most cases, this information could be secured only 
upon pledge of anonymity. Hence the answers to the 
following questions have been compiled from the 
average answers of the various individuals interviewed. 
Wherever, however, direct information could be se- 
cured, the source is indicated. 

Is the package an important factor in gift sales? Is this 
importance growing or receding? 

Buyers in higher priced stores report less growth than 
those in the stores selling in the middle and lower price 
ranges. But all report an increase in importance of gift 
packaging. In the higher priced, high-fashion stores 
this is concentrated largely among cosmetics, toiletries 
and such specialties as stockings. A large portion of 
the gifts purchased in these stores fall into classifica- 
tions not lending themselves readily to packaging— 
objets d’art, furs, etc. In their jewelry departments, 
extreme conservatism in packaging continues to be the 
note that receives greatest emphasis. 

In the medium and lower priced stores, the expecta- 
tion is for a continued and even accelerated growth of 
gift packaging in almost every department in which it 
has, to date, gained a foothold. As one buyer puts it, 
“Doliar volume will run higher because of higher prices 
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but unit sales will show only a small increase. Hence, 
only those items will command attention which are 
most smartly dressed-up or which offer added values 
because of the usefulness of their packages.”’ 

Individual buyers and merchandise managers re- 
ported themselves as seeking special packagings in the 
following lines: Books, candies, dolls, hosiery, men’s 
clothing accessories, handkerchief and neckware com- 
binations, holiday foods and delicacies, home-crafts 
outfits, wines and liquors, silverware, dresserware, 
adult games, and electrical specialties and household 
appliances. One buyer predicted a large volume for 
cleverly packaged framed and un-framed pictures, 
decorative tiles and other wall decorations in sets, add- 
ing, ironically, ‘If anyone will have the brains to do the 
job in a proper way.”’ 

What proportion of unit cost 
should be incurred, on the aver- 
age, for packaging purposes? 

In spite of the differences 
between various departments 
and stores, the answers to this 
question showed a surprising 
degree of uniformity. For 
packages - pure - and - simple, 
having no re-use applicationg 
the figure was set between te 
and twenty-five per cent, aver- 
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aging closely around the fifteen—twenty per cent fig | 
ure. For packages having a continued use, in direct 
relation to the product or as a re-use container, estj. 
mates ran from twenty to forty per cent and more, 
Buyers and store executives appeared to allow much 
more leeway when the package had re-use features, stat.’ 
ing that their judgment would vary with each package, | 
Several who were interviewed preferred to state their” 
answer in a non-numerical fashion. These felt that 
the public is willing to pay a certain amount above all. 
year prices for items in holiday packs, although if this 
added mark-up is set too high, a resentment is built up 
against the store rather than against the manufacturing 
packager. For this reason they seemed unwilling to 
greatly exceed regular prices in purchasing holiday. 
packaged merchandise. 
Do you prefer manufacturer-designed gift 
packages or designs specified and indi- 

vidualized to your firm’s requirements? 

In answering this question the persons 
interviewed again divided along price 
lines. Executives of high-style and7 
specialty stores reported a preference— 

} “in most lines—for merchandise developed 
exclusively for their store or for items 

i their packages, as coming 

from their firm. owever, even in these 

stores 


manufacturer-planned packages 





find ready acceptance in fields where such packaging is 
of high-style quality—notably in the cosmetic and 
toiletries field. 

In the middle and lower priced stores the demand is 
for manufacturer-planned merchandise, each buyer or 


merchandise manager exercising some measure of con- 
trol by virtue of his order-pad. 

Do you anticipate a growth or lessening of the demand for 
grouped products, such as cosmetic kits? 

Here, with varying enthusiasm, all persons inter- 
viewed expressed an expectation of growth in demand 
for such product groupings. Several buyers stated 
confidentially that they would have found it impossible 
to maintain sales, in 1933 and 1934, without the aid of 
such packages. Particularly in the lower priced stores 
and in basement departments—where the twenty-cent 
merchandise now handled by Woolworth’s has cut in 
with strong competition—were buyers enthusiastic for 
such kits. In cosmetics, buyers reported, extremely 
large sales for plastic, leather, set-up paper and mirror- 
box kits were anticipated. 

What particular types of package and materials do you 
favor? 

A pronounced desire for re-use packages was found 
among all persons interviewed. As one salesgirl put 
it: “I sell them by taking their minds off the product 
and putting it’ onto the box.” All, however, laid 
stress against inconsistent and poorly planned packages 
of this order. They pointed out instances of failure 
where the re-use purpose of the package bore no relation 
to the product it contained. 

All cautioned against the provision of too wide a 
range of package choice—in shape, utility or color—for 


any single product. They complained that, in former 
years, much time was lost and stock damaged, in 
providing just the right shade of re-use box for particu- 
lar customers. While the provision of several colors or 
types of package might increase sales possibilities, 
most of those interviewed felt that the added sales 
were not justified by the added cost of making them. 
Many of these sales, they reported, would have been 
closed, in less time, had the customer had a smaller and 
less confusing choice. 

Among the most favored package materials—selec- 
tions, it must be remembered, varied greatly—were 
molded plastics, colored glass, velour, foil and the 
simpler decorative patterns in the paper division, tying 
ribbons of all sorts and various types of shredded pack- 
ing materials. Several buyers, particularly in the 
larger stores, pointed out that the material was of less 
importance to them than the effect achieved. A num- 
ber asked for materials that would withstand the heavy 
handling encountered during the Christmas season, 
several stating that they avoided fabrics, leathers and 
other easily damaged materials for this reason. Others, 
when questioned on this point, regarded it as of little 
importance. 

What do you anticipate as the trend in design and decora- 
tion? 

Almost unanimously the answer to this question was, 
‘“‘Away from severity and ultra-modernism.”’ Several 
among those interviewed had recently completed Euro- 
pean trips and reported a pronounced tendency away 
from geometric, ruling-pen designs. Whether the road 
away from modernistic design is by way of revivals of 
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old styles or by the development of cleaner, less geo- 
metric and more cheerful modern trends seemed to be 
immaterial to those directly questioned on this point. 

Several buyers and stylists pronounced a desire to see 
more pictorial decoration. When asked for more spe- 
cific statements, their desires varied from reproduction 
of old Currier and Ives prints and reproduction of 
Dickens’ illustrations to ‘“New Yorker-Vanity Fair’ 
types and reproductions of Silly Symphony and other 
Walt Disney characters. 
s re-use packaging to continue to grow in public favor, to 
remain staple or to decline? 

The average answer seems to be, ‘“‘That’s up to the 
manufacturer. If he gives us interesting, useful and 


(This section continued on page 58) 





yy speaking of holiday packaging in general terms, we 
must avoid losing sight of the fact that each packager 
must meet the problem in his own way—just as he must 
meet any packaging or product-planning problem by 
considering all the factors affecting his particular sales 
set-up. Yet much may be learned by considering how 
others have operated successfully in the gift field, mak- 
ing allowances, of course, for special conditions applying 
to the firm under consideration if any such should exist. 
Kerk Guild, Inc., is a soap firm located in upper New 
York State. By its unique designing methods—under 
the obviously capable guidance of Lester Gaba—it has 
“carved” for itself a special, profitable and almost 
exclusive niche in the soap, toy and gift fields. The 
word ‘‘carved” is used advisedly, for Mr. Gaba (who 
is best known for his sculptured figures for Ivory Soap 
advertisements) has based the entire line upon the soap- 
sculpture principle. 
It is a curious fact that while all soap is shaped in 
molds and, hence, might have any shape at all (within 
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wide limits), most soap is molded into 
simplest possible shape. Even in the 
case of the finer and more expensive 
varieties, most manufacturers have ad- 
hered to tradition and the simple de. 
mands of soap’s utility ‘‘as soap,” 
It remained for Kerk Guild to develop 
a further utility, as a children’s play. 
thing, on acommercial scale. This de- 
velopment, started successfully a few 
years ago, is being carried on today 
along lines which have proved their 
correctness by the accurate measure of 
profitable sales. Kerk Guild soaps, 
hand painted with vegetable colorings, 
are now available, at prices ranging up 
to a dollar the package, in such famil- 
iar children’s figures as the Three Lit- 
tle Pigs, Popeye the Sailor, Humpty- 
Dumpty, bunnies, Scotties, etc. 

Yet were this ail that Designer Gaba 
had accomplished, his work would 
have no place in this magazine. It is 
rather in the outstanding way in-which 
he has combined the necessary package 
elements with his soap figures to form 
cohesive toy units, that he has set a 
goal towards which gift packagers may 
strive. 

Consider, for instance, his Humpty- 
Dumpty package. Here we have five 
egg-shaped cakes of soap which, even 
with hand painted faces, are nothing 
very much as merchandise. But place 
these upon die-cut holes, on the top of 
a simple set-up box; print the box as 
a wall, in red and black; add printed 
hands and legs to each egg; wrap the 
whole in clear transparent cellulose 
and, presto, you have as neat a little toy as any child 
of six or seven would want to find at the foot of its 
Christmas tree. Moreover, mothers will prove equally 
grateful for this fifty-cent innovation, because of. its 
undoubted effect on the child’s washing habits. Ob- 
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yiously something more than decoration has been 
added by the package, for package and product combine 
toadd utility as toy and ‘“‘bath-inducer’’—an added 
value far in excess of any increase in price. 

So, too, with the other children’s packages. The 
three bunnies come in what adults might misconceive to 
be a set-up paper box of dark blue with light colored 
polka dots. But, to the child, this is no box at all—for 
two inexpensive curved wood sections, pasted to the 
bottom, have converted it into a bunny-cradle. Here 
again, a few simple elements and a little clear thinking 
combine to transform hateful soap into a lovely toy. 

In the case of Tar and Feathers, two little toy dogs 
are found embedded in white excelsior within a neat 
white kennel equipped with a riveted leatherette carry- 
ing handle. The entire package, a set-up box printed 
in black and blue, could not have added five cents to the 
cost of the ensemble. Yet it adds a thousand per cent 
to its salability. 

Another variant package is the three-piece Popeye 
set. Here the dollars (soap to you) are embedded in 
green shredded paper within a plain paper box. The 
key to the sales-appeal, in this instance, is found in the 
cartoons printed in full color on the box-wrap; cartoons 
relating the child’s favorite funny-paper and animated- 
picture characters to the subject of soap. In every pic- 
ture Popeye praises soap, in some way or other—and, 
rest assured, Popeye’s words carry a lot of weight with 
the eight-year-olds. 

Undoubtedly the finest package of the lot, however— 
and perhaps the least expensive—is the crate of Popeye 
Spinach. For the benefit of the uninitiated, it might 
be well to say that every child in the country knows 
that Popeye eats spinach to become strong enough to 
lick the villain—and always triumphs in the end thanks 
to clean living and spinach. Lester Gaba has had the 
ingenuity to visualize his shredded excelsior, dyed 
green, as spinach. Therefore, the Popeye soap-doll 
now comes, encased in spinach and created in a printed, 
die-cut, folding carton. Soap propaganda, spinach 
propaganda, toy value and the soap itself can all be had 
for the price of a quarter. 

There, in its essence, is the acme of gift packaging— 
adding intangible values to any product which far ex- 








ceed the added cost which is required. 

In several of the Kerk Guild offer- 
ings, almost equally successful at- 
tempts are made in the adult gift field. 
The Bath Ball seeks to overcome the 
tendency for the soap to slip away out 
of reach, by permitting it to be hung 
on a light cotton rope from the nec}. 
The ball comes, nested in white 
shredded waxed paper, in a set-up 
cleverly combining white, black 








































highly visible effect. Silver lines, @ver 
a white silhouette of a feminine fig 


front panel continue, in type of equal 
height, across the black side panels. 
Incidentally, Kerk Guild has taken tha 

















the purchaser the care which has been lavished upon the 
product and package, very much in the way a signature 
increases the value of painting. 

In the two White Knight packages ingenuity and 
sound design are again called upon to play a major 
part while expensiveness and over-elaboration are 
again proved unnecessary. The set of soap cakes offers 
varied sizes for hand, bath and shower use, each with 
the white horse’s head formed in relief. The box is a 
simple set-up one wrapped in shining black flint paper 
to contrast with and accentuate the lightness of the 
soap. Decoration is limited, deliberately, to the simple 
reproduction of the white head and to equally restrained 
lettering on the box. 

The second White Knight package is on the border- 
line between soap-as-soap and soap-as-sculpture. The 
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attractive head is mounted on two wooden pegs set in a 
the top of the platform which forms the bottom of the 
box. Both platform and cover are of set-up construe. 
tion covered with black velour papers. It is suggeste 
by the designer that such soap sculptures have the 
outstanding virtue of possessing an after-use (in the 
bath) which will induce their removal when the te. 
cipient has tired of them—something that happens all 
too infrequently to other statuary. Be that as it may, 
this offering, like the others in both children’s and 
adult’s lines, is already proving its mettle in steadily 
mounting orders. 



























































i oe E practice of distributing Christmas gifts among popular 
employees, stockholders and customers has long of a las 
been common to commercial firms everywhere. In we * 
many cases, these take the form of direct money sampli 
bonuses, distributed among employees. For stock bao 
holders and customers the more common practice has the - 
been to distribute either outright gift items or so = 
called “‘premiumized-gifts’’—items made to order and ba ° 
relating the gift specifically to the field of business in , “ 
which the donor is engaged. Thus, one of the large = F 
tire companies has, for several years, made available to Chereic 
its business friends, ash trays ringed around with reach 
miniatures of its product. Wherever the novelty or will 
utility of its gift achieved acceptance, a small but per- ag 
manent reminder-advertisement went to work to create sgl ; 
good-will and tire sales among the users of the ash trays sift be 
and the company’s friends. tributi 

While the practices described above have long been fe thy 
common, many firms have felt that they tended to fall It is 
somewhat short of the ideal, both as gifts and as good- will t 
will advertising. Particularly did the General Foods ly 
Corporation feel a need for some other method od Ric 


properly approaching that large market for its many Foods 
products which was constituted by its thousands of 


employees, stockholders and their friends. Starting a 
some two years ago with an experimental holiday gilt ; 
box, limited in distribution to employees, a plan was 
initiated which this year will find many thousands of 
boxes being distributed both fo and by stockholders 
and employees. 

The company’s problem was essentially one of pro- 
viding an acceptable means of combining a large group 
of its products into a suitably packaged whole and of ~ “ 
giving to the entire unit some means of removing tt : = 


from the plain grocery class into the gift division. Pro 
vided that the means adapted should prove sufficiently 
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popular, this method would insure the placing 
of a large selection of General Foods products 
into the hands of a large group of people—a 
sampling job par excellence. 

That the plan has proved successful from 
the outset is indicated by the growth of its ap- 
plication. In 1933 the gift box was offered to 
employees only. In 1934 stockholders were 
likewise included, but were limited to one box 
each for their own use. Up to this year, 
therefore, the main intent of the plan was to 
reach only that market constituted by the al- 
ready favorably inclined workers for and 
owners of the company. With the 1935 holi- 
day season, however, a new note is injected. 
In a somewhat more elaborate packing, the 
gift box will be sold to stockholders for dis- 
tribution to their friends, provision being made 
for the inclusion of a greeting card if desired. 
It is expected that a far larger distribution 
will take place this season than ever before and 
that this distribution will reach and affect 
thousands who have never used all of General 
Foods’ many products. 

The 1935 holiday gift box will contain 
twenty-four products—forty-nine items in 


The four gift cartons fit neatly into the leather-like embos- 
sed basket. An envelope containing a number of the 
latest tested recipe booklets is likewise included. 


all—packed in an attractive library 
box of leather-like finish in Florentine 
effect. The box, created by the 
S. K. Smith Company, measures four- 
teen inches in height, fifteen inches in 
width and eight inches in depth. 
When emptied it serves in living room, 
library or den for magazines or waste 
paper or as a file for music, photo- 
graphs or other items. 

Packed inside the gift box are four 
holiday cartons containing the prod- 
ucts. The individual items retain, 
of course, their standard packages, it 
being essential that they preserve their 
usual appearance if the sampling- 
advertising aim is to be achieved. 
The four cartons, designed by Frank 
Gianninoto, are each printed in one 
color and each sealed with a single 
color label. By varying the label and 


oe 2 
Sufficient quantities of each of twenty-four General Foods products 
are included in the gift box to insure the recipients an opportunity 
for prolonged acquaintance with each. Note that some are 


standard packages while others are of sample or single-service 
varieties 





‘ Z ge 
carton colors, however, a rich color effect has been:2~ 


secured at a minimum of expense—a blue label being 
used on a red and white carton, a red label on a green 
and white carton, etc. While the top faces of the 
cartons bear such simple messages as ‘‘Merry Christ- 
mas,’’ “‘Season’s Best Wishes,’’ and “Happy New 
Year,’’ decorative lines running around the sides of the 
containers are made up of type spelling out the names 
of the various General Foods products. 

Offer of the gift set has been made to stockholders infa 
pamphlet mailed with the Aug. 15 dividend check. 
Boxes will be delivered, postpaid, to any part of t 
continental United States between December 16 and 
24, and will be billed to the senders at $2.75—substan- 
tially less than the merchandise and container could 
be purchased for at retail. 

Comparison between the procedure followed in this 
instance and the rules laid down for general combina- 
tion gift packages will disclose that the company has 
adhered closely to the best procedure. Since the 
products, even as a group, would not ordinarily be 
considered a suitable gift selection, it has enhanced their 
gift appeal by the use of a container which is both 
attractive and useful. 


(Continued from page 54) 


decorative re-use containers, we will always be able to 
sell them. If he gives us trick packages, of little or no 
intrinsic value, we won’t take the chance of customer 
dissatisfaction involved in stocking them.’ Several 
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persons interviewed pointed out the always present im- 
portance of novelty in re-use packaging. They stressed 
the fact that, with the public becoming accustomed to 
the re-use idea, as such, it became more important than 
ever for each individual package to stand on its own 
feet as a thing of merit. 

Others pointed out the fact that some re-use packages 
in the past have been of a too specialized nature. They 
claimed that they had lost sales because potential con- 
sumers already possessed an item similar to the re-use 
package and could not use more than one. In theif 
opinions, re-use packages should be of types in which 
the demand is fully as broad as that for the product. 
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“MPEOPLE do not eat candy by the calendar, but an 
unwrapped chocolate on a hot day looks hot and is 

hot and soft and sticky.”’ 

So says the Robert A. Johns- 

ton Company, and all of us 

agree that these facts are so. 

What to do about it is some- 

thing else. But, apparently, 

hot weather does not act as a 

deterrent to the ideas which 

emanate year round from 

Johnston’s, for the company 

announced but a short time 

ago its line of ‘Chocolates 

Cooled for Summer.’ 

Wrapping chocolates in foil 
is not new, but a scientific 
method of manufacturing a 
cooled chocolate and protect- 
ing it scientifically with the proper grade of special insu- 
lated foil is new. And that is Johnston’s way of pre- 
paring its chocolates for summer consumption. But 
that isn’t all. The company’s package designers said 
that the impression of coolness—in addition to the ac- 
tual resistance of heat which is attained in the wrapping 
of the chocolates—could be intensified by means of a 
package—and then set about creating one that would do 
just that. 

The name of the new package is Estoril. Appropri- 
ate? Yes, although unless you knew, you couldn’t 
guess—but a seaport town in Portugal where people 
vacation to “‘cool for summer’’ bears a similar name. 
The box has a base of blue and yellow with beach scenes 
silhouetted in silver; the top carries a cloud effect in 
shades of blue. In open position, the box reaches its 
full effectiveness—a definite impression of coolness. 
For each chocolate, foil wrapped, rests in a cup of 
crinkly white, the entire being covered with transparent 
cellulose. It’s like looking inside of an ice box or 
whatever it may be that we accept as a symbol of cool- 
hess under prevailing heat conditions. 

Stilla further step. There are counter cards, window 


Johnstons’s Estoril! package not only looks 
cool but is cool. Individually foil wrapped 
and placed in white paper cups, the candies 
resist ordinary summer heat; the box itself 
creates a definite impression of coolness 


for summer 


strips and full instructions that are furnished by Johns- 

ton’s so that dealers can provide suitable back- 

grounds for the advantageous display and showing 

of these packages—all a part of the plan which the 
company has designed to 
overcome the handicaps of 
summer selling. 

While the accompanying 
illustrations of the package 
show its beauty, they cannot 
reproduce the cool delightful 
atmosphere which the pack- 
age itself radiates. But, you 
get the idea, and will no 
doubt agree that a new pack- 
age “‘temperature’’ has been 
attained in its creation. 
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ANNOUNCING THE 1935 ALL-AMERICA PACKAGE COMPETITION Ch 
lopes, 
Grour 
ITH each year’s competition, new problems arise—new considerations which must be taken wad B 
into account so that those engaged in packaging will receive the full benefits to be obtained tics, $ 
therefrom. Each year a careful study is made of the many suggestions which come to Modern pings 

Packaging from various sources, so that the plan followed for that year will incorporate that progressive 
thinking which is in keeping with the advance of the packaging industry. ae 
This year there are fourteen groups or classifications in which packages may be entered, and these, it is ad 
believed, offer a list of divisions which will not only enable the consideration of every type of package and the Si 
its assembly but also permits the selection of a group of packages that will be representative of those making The A 
their appearance during the year. Each group, as in former years, will be judged individually, but in all ~— 
any ceive, 
of the divisions the selection will be made on the basis of the assembled package and the rating of its com- ation 
ponent parts, regardless of classification. weil be 
Most important in this year’s considerations is the inclusion of certain facts which, it is believed, will as to | 
be of inestimable value not only in the deliberation of the judges but in the subsequent announcing of their — 
decisions. Therefore, a request is made of each entrant for a summary which will state the aims and objec- Ple: 
tives of the submitted package, What was sought and how accomplished, with, if possible, a statement of ia 
the sales resulting from the adoption of the package. the a 
Details of the competition will be found on the following page and an entry blank is included with this — 
issue. An early response from those who contemplate entering their packages will be appreciated. ot 
PACK: 

THIS COMMITTEE WILL SELECT THE 
ALL-AMERICA PACKAGES FOR 1935 

New members of the committee this year are: Stuart Peabody, di- Geo 


rector of Advertising and Commercial Research, The Borden Con- 
pany—Chairman, Board of Directors, Association of National 
Advertisers, Inc.; Gordon C. Young, Advertising Manager of Life 
Savers, Inc. Already known to readers of Modern Packaging 
are William M. Bristol, Jr., Waughn Flannery and George R. 
Webber, who served as judges in the 1934 competition. 
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 NTRIES to the 1935 All-America Package Compe- 

tition will be accepted from now on until January 
4, 1936, and must be confined to those packages or dis- 
play units (display containers with accompanying 
packages) which have been placed on the market during 
the year 1935. No entry fee is required but it is under- 
stood that all packages will be submitted complete 
with contents and will remain the property of MoDERN 
PACKAGING and be placed for exhibition in the Perma- 
nent Packaging Exhibit at 425 Fourth Ave., New York, 
from Feb. 1, 1936, until April 1, 1936. 


{NY NUMBER of different packages may be sub- 
<—F mitted to the competition by the following: (A) 
manufacturing companies making use of such packages; 
(B) material manufacturing companies who have fur- 
nished any component part of such packages; (C) 
machinery manufacturing companies who have fur- 
nished equipment for the assembly of such packages, 
and (D) package designers or organizations responsible 
for the submitted designs. 


(J ROUPS comprising the All-America Package Com- 
J petition consist of the following: Bags and Enve- 
lopes, Cartons, Collapsible Tubes, Displays, Family 
Group, Fibre Cans, Glass Bottles and Jars, Machinery 
and Equipment, Metal Containers, Miscellaneous, Plas- 
tics, Set-Up Paper Boxes, Shipping Containers, Wrap- 
pings (transparent and opaque). 


Zone of the packages will take place imme- 
/ diavely after the closing of the competition and the 
awards will be made in March, 1936, concurrent with 
the Sixth Annual Packaging Conference and Exhibition. 
The All-America medals, in gold, silver and bronze will 
be awarded to those companies whose packages re- 
ceive, respectively, first, second and third highest 
ratings in each group of entries. Certificates of Award 
will be given to the designers of these packages as well 
as to the suppliers of materials and suppliers of equip- 
ment used in their assembly. 


Please see that all information requested on the entry 
blank is given—particularly the summary relating to 
the aims and accomplishments of the package. If 
additional entry blanks or further information are 
desired, they may be obtained by addressing the All- 
America Package Competition, care of MODERN 
PACKAGING, 425 Fourth Ave., New York. 


George R. Webber 





















Stuart Peabody 



























Gordon C. Young 


William M, Bristol, Jr. 


Vaughn Flannery 
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PROGRESSIVE 


chain store 


IRST NATIONAL STORES INC., an eastern food 
chain with 2700 stores and markets in the six New 
England states and eastern New York, always has beet 
a leader in the development of merchandising methods, 
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REDESIGN for 


products 


by ee ee - | We -ibiedok 


in the appearance and attractiveness of stores and mar- 
kets and in the quality and value aspects of its appeal, 
as evidenced by its record of steady, consistent growth. 
Private brand goods have a place in the company’s 


“Keeping up with the times’ rather than 

seeking a direct increase in sales supplied 

an important motive in the redesign of 

First National packages. In the front line 

are shown the new packages in contrast 
with those formerly used 


stocks along with the wanted national 
brands. During the past three years, mod- 
ernization and improvement of the packages 
used by First National have brought about 
progressive change in labels, types of cartons 
and package design affecting all classes of 
containers used, that is, jars, bottles, cans, 
canisters and cartons. 

The company recognizes the container in 
which its own foods are sold as of great 
importance, not only for the sales value but 
because of the impressions created as to 
quality, reliability and general attractive- 
ness. Among the repackaging jobs done by 

aa First National Stores are coffee cans and 

bags; tea canisters; ginger ale bottles; 
bread wrappers; maple syrup jars; cod liver 
oil bottles; salad dressing jars; peanut but- 
ter jars; packages used for dry beans, etc.; 
spice canisters and shaker jars for curry 
powder, celery salt, etc., and a number of 
other lines. 

The first redesigned package was the jar 
used for preserves. The old containers for 
this Mirable line were tall glasses, easily 
upset on shelf or table and too deep for the 
bottom to be reached witha spoon. The de- 
sign finally chosen, by Walter Teague, was a 
squat, friendly looking package, every cor- 
ner of which is easily accessible to a tea- 
spoon. The jar labels were simple and car- 

ried the brand name unobtrusively, which gave it a de- 
cided advertising value in the home. The container is 
featured frequently in newspaper advertising and else- 
where in the company’s publicity. 

The success of the new preserve jar helped stimulate 
the company to undertake a more general progressive 
redesign of packages. Among those already accom- 
plished are the Belmont salad dressing, cod liver oil, 
extracts, curry powder shakers and spice containers. 
“Dainty Dot’ packages are of similar design but of 
different colors for each of ten spices. One advantage 
of this more attractive design for the spice containers is 
that as these are not purchased often by the consumer, 
but are prominently displayed in the kitchen, the ad- 
vantage of a pleasing appearance both from the stand- 
point of the user and to the store which sells them goes 
without saying. 

Extracts, being similar to spices in forming a part of 
the usual kitchen staples, always on hand and used up 
slowly, are now also put out under the Dainty Dot 
name with bottle labels and box design consistent with 
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that for the spices. It will be evident from the illus- 
tration that there has been no physical change in the 
package. The entire improvement has been in the out- 
side covering. 

Both container and label for the new curry powder 
shakers have been changed. The new shaker has a per- 
forated molded screw cap covered with a shell which 
greatly improves its appearance, and which does not 
become corroded and look unappetizing like the old 


metal cap. The oval shape with its straight vertical 


lines is also neater than the old pyramidal shape and 
something new for this kind of a container. 


These 














designed for appearance and utility. For all of these 
redesigns specialized commercial artists have beep 
brought in and have worked with the First Nationa] 
people who know from their experience what they want 
toaccomplish. Perhaps the most interesting point with 
package redesign for chain grocery stores is that it is 
not aimed so much at a direct increase in sales as at keep. 
ing up with the times, making the stores attractive and 
convenient, and catering to the convenience and desires 
of the public which they serve. This of course tends to 
stimulate business along general lines, or rather all 
lines, and to create good will. 


Grouping of automatic units for handling 
several sizes, two different types of pack- 
ages. and a number of different products. 
There are two weighing machines, one of 
which is used for filling and weighing peas, 
beans, etc., and the other for filling and 
weighing tea. The carton feeder-bottom 
sealer feeds, forms and bottom seals all 
cartons regardless of which weighing ma- 
chine is used. The sketch shows floor plan 
and line of travel. Illustrations by cour- 
tesy of Pneumatic Scale Corporation, Ltd. 





shakers are also articles which are more or less promi- 
nent in the kitchen and may even find their way into the 
dining room, and they do not, as a general thing, have 
to be ‘purchased very often. As the same container is 
likely to be around for a considerable time it is desirable 
that it does not deteriorate in appearance. The simple 
label and glass container and the molded cap do about 
as much as can be accomplished in this direction. 

Cod liver oil and salad dressing containers have been 
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Reflection of quality by the package is one of the 


accomplishments of improved packages. There is am 
increase in sales attributable to the new packages, but 
the sales bulge is apt to flatten after a time with sales 
of the product on a higher plane. 

Packaging is done by means of modern machinery in 
a very up-to-date plant, and in which manual handling 
has been reduced to a ‘minimum. Standard machinery 
is used in most cases but some of the equipment has 
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Right, above: Four-scale net weight weigher on 

automatic coffee bagging unit. The four scales 

trip and dump in sequence, transferring net weight 

load of coffee through funnels into bag. Right: 

High speed net weight weigher filling and weigh- 
ing coffee into cans 


been designed and set up by the First National engi- 
neers. Thus the spices are packed in cans by a filling 
machine with its conveyor set end to end with the con- 


veyor of the closing unit. In this way the cans travel 
ina straight line from the filling to the closing operation. 

Coffee is packed by two different machines, one for 
the Kybo brand put up in tins and the other brands, 
John Alden and Richmond, put up in paper bags. 
The Kybo coffee is weighed and filled simultaneously on 
a single unit and then the cans travel via conveyor to 
the labeling machine, after which they are packed by 
hand in shipping cases. In the packing of coffee in 
Paper bags, an ingenious machine takes glassine paper 


from a roll and lines the labels, forming them into a 
bag lined with glassine. The coffee is then weighed 
into the bags, the wire tie is attached and the top is 
rolled and folded, thus completing the package. 

One of the most interesting packaging operations is 
that used for preserves. The glass containers are 
washed in a special machine designed and manufac- 
tured by First National. (Continued on page 126) 


Left, above: Machines for carton feeding, bottom 
sealing, automatic lining, filling and weighing, and 
top sealing of tea packets. Left, below: Automatic 
two-scale unit for filling and weighing tea cartons 
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pe black to sell color - 
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N PHYSICS and in spectro-analysis, black is noth- 
It is indicated only as the complete 
absence of all color. In packaging, as in real life, black 
is an important color with as much character and as 
much individuality as any of the spectral colors. 
In this article I will show how black can be used to in- 


ing at all. 


crease the sales-value of the other colors. 

In this country there has been a great deal of preju- 
dice against the use of black, owing to the fact that 
black is associated with mourning. In other countries, 
where purple or some other color has become associated 
with death, black does not carry that connotation. 
This prejudice against black you will find very strong 
among the oldsters of store merchandising, because in 
the old days when stores were very dimly lighted, black 


Egmont Arens 
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objects could not very well be seen. However, in the 
modern brilliantly lighted store, with light walls and 
brilliant colors on all hands, black stands out by con- 
trast to such an extent that modern designers are re- 
viving this long-neglected color. 

A few years ago some German water colors were in- 
troduced into the American market to compete with the 
American and English makes, and everybody wondered 
When 
the colors were bought, however, they did not seem 
much brighter than the colors which were then available 
in the American market. The secret of the brilliant 
colors on the sample cards lay in the fact that the color 
swatches were displayed against a black background, 
which made them stand out twice as strong. The useof 
black backgrounds for color cards is now coming 
into more general use and will soon be generally ac- 
cepted practice. Note particulary I.P.I. Color Pageant 
and some of the newer printing ink catalogues. 

I believe Faber Birren is the only colorist in America 
who has recognized the significance of black as a sepa- 
rate color psychologically. 


how it was possible to get such brilliant colors. 


mends this experiment: ‘Take two swatches of yellow, 
paste one on a white background and one on black. 
What happens? The yellow on white grows dim: 
the yellow on black brightens. The values of the two 
colors differ, yet visual conditions as to illumination are 
identical.”’ 

The value of black to intensify other brilliant colors 
was proved when we designed the packages for the 
A & P Coffee Trio. We wanted to use the most brik 


liant colors for these packages in order to get a bright) 


effect on the store shelves where the packages were dis 
played. We chose the two most brilliant colors, vellow- 
orange and orange-red for the Red Circle and Eight 
O'Clock bags. But when it came to choosing the colof 
of the Bokar Coffee can, we were up against the fact 
that any third brilliant color that we might introduce, 


To prove how black im} 
fluences one’s judgment of adjacent colors, he recom | 
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such as a brilliant blue or a brilliant green, actually 
pulled down the brilliance of the other two packages. 
Any other brilliant color was an anticlimax. But 
we finally discovered that by using black for the Bokar 
can we actually heightened the effect of briliiance of 
the other two packages when displayed together. Thus 
in actual use we got the same results indicated by Faber 
Birren’s experiment quoted above. 

More recently, we were asked to design some new 
bottles and labels for the entire line of Higgins Inks, 
pastes, etc. After experimenting with all kinds of 
background colors, we finally discovered that there 
was no color like black to bring out the bright round 
spot which we were using in each case to identify the 
color of the ink. Both Carter and Ruxtone have used 
black effectively on their ink labels. 

One of the most interesting experiences I have ever 
had with the use of black to sell color was when I de- 
signed the new Centennial Crayonex package for the 
American Crayon Company. These crayons have 
been developed according to the graduated color pal- 
ette, and are very brilliant in hue. I advocated using 
a plain colored paper wrapper around each crayon and a 
black box with holes cut into it for these colors to show 
through. When this proposition was put up to the 
American Crayon Company, a wailing and gnashing of 
teeth was heard from their entire sales force and from 
many of their executives. As one of these latter put it, 
‘Business is good; why start a funeral?’ A high 
executive actually wrote in as follows: 


‘‘Why on earth you select a black color I do not 
know, unless you brought it out to celebrate the burial 
of the 18th Amendment. Mark my words, if your 
competitors do not greet it with glee, and say it makes 
a splendid funeral dress for Crayonex. I have two 
bottles of booze in the house that look like being 
permanent guests, but if you come over either you 
or I pay for them on the following basis. If you have 
not had to change this new carton I will pay for the 
booze, but if you have to change it, then you pay for 
it, and drink it too!” 


However, in spite of all protests, the new black box 
was put into production. It came out a brilliant black 
and shining with varnish. When it was sent around 
to the company personnel for comments it received 
nothing but raspberries. Yet that box went out into 
the field and brought home the business. I quote 
from a letter written me by (Continued on page 124) 


Each of the packages shown at the left, 
designed by Mr. Arens, uses black to in- 
tensify the other colors employed in the 
design. Note the utility of the Crayonex 
carton, the red jar ring of Jenkins’ Pak- 
Tite emphasizes the lip, the wheel-like 
action given to the rolls of Gold Seal Tape 























CONSTRUCTION 


HE one prime essential in gift packaging—more 

important than beauty, quality, re-use value or 
utility, yet based upon all four—is novelty. For a 
gift must, above all else, look like a gift, something 
unusual for an unusual occasion. 

Check your own reactions as you seek to purchase 
and you will find that, no matter what the occasion, 
be it Christmas, Easter, Mother’s Day, Graduation 
or a birthday, your one desire is to present something 
that will be valued, far beyond its intrinsic worth, as 
a peculiarly personal expression of your good feeling 
toward the recipient. Unless you are prepared to 
spend large sums—to purchase, say, a typewriter for 
the graduate or a car for the bride—you will find 
novelty the one means of identifying your offering as 
something out of the common run of things. 

For this reason, the maker of the more usual types 
of gift items finds himself in a constant race against 
fashion. He must give to his products, each season, 
an element of style that differs from the current style 
for non-gift items in the same field. He must make 
each new item differ, not only from those offered by 
his competitors this year but also from those seen by 
his potential customers in the preceding seasons. In 
short, within the limits of good taste and without in- 
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curring costs that will force his product out of its 
price class, he must achieve that appealing element 
of differentness which is known as novelty. 
Singularly and consistently successful along these 
lines have been the stationery offerings of the White 
and Wyckoff Manufacturing Company, manufac- 
turers of stationery who likewise manufacture their 
own packages. Each year they have marketed a 
group of packages which, each in its own way, has 
possessed the essential and elusive element of novelty. 
Examine their current fall line and see how one firm 
achieves product and package distinctiveness. 


Novelty through construction: This is the most 
obvious, though the most dangerous, method of 
achieving the desired end. For a package of unusual 
construction must avoid both the danger of excessive 
cost and the appearance of freakishness. It must be 
different—but not too different. These two strike 
the happy medium. The Bird House package, 
covered with a wood grain paper, with roof and back 
of plain deep-blue flint, is unusual yet distinctly con- 
venient in use. It has, in addition, the added after 
purpose of utility as a twine holder, the string being 
withdrawn through the small aperture in the front. 















The Aristocrat Vellum package calls for corrugated 
side walls to achieve its effect of difference. White 
flint is used as the covering of the telescoping top, 
and white Hysheen for the fluted sides. A small 
silver panel on the top carries the title die stamped 
in white, thus enabling easy identification. 

In the third item shown, three compartments, each 


having its own hinged cover, provide a constructional 
note of intriguing interest. The extended feet at the 
bottom of the box give an air of solidity which further 
enhances the element of novel appearance. Metta- 
line, in assorted colors, is combined with a silver 
pyroxylin, used on both the sides and the small com- 
partment lifts. 


UTILITY 


CONSTRUCTION 
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Novelty through utility: Much favored in recent 
gift packages, and, hence, requiring increasing in- 
genuity for successful development, is the double 
utility or re-use package. White and Wyckoff in- 
cludes two such in its line. Cocktails-for-Two util- 
izes a simple flint-covered box topped with a chro- 
mium steel cover in satin striped finish, which, when 
turned over, discloses itself as a miniature cocktail 
tray. Portfolio consists of a hinged-lid box covered 
with a velour, available in assorted colors, in com- 
bination with silver pyroxylin. A gold or silver leaf 
hot-stamping on the velour serves as a decorative 
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note. When opened, the top discloses itself to be aq 
neat blotter and writing pad. 


Novelty through association: Since the contents | 
of these packages are essentially fine papers, it is but 
natural that the manufacturer should seek to associate | 
his paper box coverings with the product within, 7 
Thus both Zephyr Pique and Continental Letters | 
are covered with the same paper used to form the 
stationery, the former using the envelope lining, the 
latter the letter-sheet itself. Smoothies, on the other 
hand, utilize a highly polished white flint, set off 
with lavender edging, to symbolize the smoothness. 
of the satin finished stock of the writing paper. It is 
noteworthy that all three of these packages are in- 
expensive because of their essential simplicity. 


Novelty through detail: Ofttimes an otherwise 
undistinguished package can be given a distinctive 
air through the addition of a small detail. Thus both 

the Year Round Greetings box and that of 
the Herringbone Vellum line use a tiny 
and inexpensive handle, in tune with the 
top cover-paper, to set the note of novelty. 
Reflex Foil is used, in both boxes, to form 
the top. Year Round Greetings used a 
dull finished pyroxylin to contrast with 
the polished top while Herringbone Vel- 
lum achieves a similar effect through the 
use of a colored flint. 


Novelty through beauty: While this 
element is essential to any successful 
package, it can be made the dominant 
effect with marked success, as proved by 
these two White and Wyckoff boxes. 
The dropped front box uses Glazed 
Mica, in an assortment of colors, to 
set off the delicately printed and em- 
bossed French tapestry front. The other 
utilizes an inlaid wood-veneer, edged with 
Copper Metaloid Cover, to achieve an 
effect well in keeping with the restrained 
tones of a man’s desk. 


Credit for cover papers supplied goes 
to the following: Charles W. Williams 
Company, Welch Paper Company, Hamp- 
den Glazed Paper & Card Company, 
Nashua Gummed & Coated Paper Com- 
pany, Keller-Dorian Paper Company and 
The Marvellum Company. 
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d by HE progress of packaging fancy Florida fruits by 
oma the J. G. O'Neal Company of Jacksonville, Fla., 
azed is a history of the development of the citrus industry 
to and the commercial progress of Florida. In 1874 when 
a the company’s first package was sent to the New Eng- 
ther land family which is still a customer, a colored man Artistic use of the natural beauty of Florida 
with toted the box to a mule-drawn wagon, walked slowly to fruits is given full play in the packages, for 
. an the city dock, whence the box left on a northern bound display and shipment, as assembled by The 
ined steamship, and doubtless completed its long trip in a O'Nes! Company 
Victoria behind a “‘spanking team’ of bays—for only 
the elite, and not the tin-can tourist, spent their winters pulp, is very juicy and sweet, but has a skin thickly 
0es in Florida in 1874. crinkled, or bumpy. Overlooked by growers who threw 
ams Three years ago the J. G. O’Neal’s shipment of a hun- them aside because there was no established market for 
mp- dred boxes of fancy fruits to New York City at the re- them, the O'Neal company featured and popularized 
ny, quest of the Eastern Air Transport Company marked them. The second package, then, included half ordi- 
om- the first quantity shipment of fruit by air. nary oranges and half the King oranges. 
and The packaging of the fruits has been as timely. In Then the O’Neal Company took up and popularized 


1874 the only citrus fruit marketed were oranges of the 
ordinary type. Chosen only for size, smoothness and 
quality they were packed in crude, dark-colored, rough 
crates and packed only against bruising. Soon the 
O’Neals conceived the idea of merchandising the natural 
beauty of the fruit, and have consistently continued and 
developed this policy. 

The first variation added to the O’ Neal gift boxes was 
the King orange. This fruit has a tender, deeply colored 


the tiny Chinese kumquats; “gumgots’’ the Chinese 
call them. Small round or oval fruits with a rind thick 
and grainy in appearance, of a delicious sweetness, and 
with an acid but tasy interior, and with leaves of dark- 
est and shiny green, sprays of this fruit are highly deco- 
rative additions to gift boxes which this company 
quickly exploited. 

Tangerines, with their thin rinds so darkly red- 
orange in color, and so loose (Continued on page 121) 
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An Interview with Elaine Hill, Director of the Fashion Bureau 


at Gotham Silk Hosiery Company 


OSIERY, in the broad sense of the word, has never 
been considered a packaged commodity,’ says 
Miss Hill. ‘‘This is due largely to the fact that con- 
sumers do not buy hosiery in any predetermined unit of 
quantity. Women’s stockings generally are packaged 
for shipment to retailers in boxes containing three pairs, 
but the average customer does not buy that many at 
one time and the established practice has been to use 
the manufacturer’s boxes simply as supply boxes on the 
dealer’s shelves. We recently decided to box our one 
thread pure dye silk sheer hosiery in an individual box 
of black and gold with a transparent cellulose window 
and this has had a most gratifying reception. 
“Packaging all hosiery in individual boxes, generally 
speaking, would cause considerable waste because 
many purchasers buy two or three pairs at one time. 
It would be almost physically impossible to have each 
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grade of hosiery boxed in individual packages of one, 
two or three pairs, as this would mean the retailer 
would need to carry a tremendous and unnecessarily 
heavy stock of varied items. 

“We have found, however, through experience in our 
own retail stores in New York City, that hosiery sales 
can be materially increased by promoting them as gift 
items. During the past few years we have created 
unit packages for our own use and through them have 
learned that unit sales can be raised considerably 
through suggestion.”’ 

The Gotham Company passes along to its retailers 
through illustrated mailing pieces, suggestions for 
packaging and display based on actual experience in its 
own shops. This enables retailers to take immediate 
advantage of plans that they are reasonably certain in 
advance will prove beneficial in volume of sales and profit. 





Pronounced gift appeal is featured in the window 
displays which are prepared by Gotham Hosiery 
Company for special occasions. Above are Easter 
and Mother’s Day showings 
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Again placing emphasis on the gift idea, 

this effective window successfully ties in 

Christmas buying with Gotham Gold Stripe 
hosiery 


For instance: At Christmas time carefully developed 
window displays appear in Gotham’s own stores, show- 
ing seasonal adaptations of the regular Gotham black 
and gold package. With the addition of appropriate 
ribbon and rice paper tape, these boxes embody the 
holiday spirit and invite the attention of window shop- 
pers, influencing them to add hosiery to their list of 
gifts. Plain white boxes in colorful wrappings and 
ribbons further the feeling of interest inspired by the 
effect of the whole display as viewed by passers-by. 

At Easter time a spring-like atmosphere permeates 



































the Gotham store windows. In the win- 
dow illustrated there is a bouquet that 
measures six feet in diameter with more 
than three dozen pairs of tightly rolled 
stockings simulating rosebuds, to create 
the focal point of this huge boutonniere. 
Smaller bouquets hold one or two pairs 
and, incidentally, these bouquets are 
made to order with as many pairs of 
stockings as the customer desires and 
charged for in addition to the price of the 
hosiery. 

Angora bunnies fondly clasp tightly 
rolled hosiery between their paws, held 
in place with narrow satin ribbon. An 
Easter box of pale green and gold with 
stickers of ducks, bunnies or Easter 
flowers pasted on the front and tied with 
cellulose ribbon is packed with three 
pairs of hosiery. 

This window, installed in Gotham’s 
own shops, might seem too elaborate for general use by 
Gotham’s retailers all over the country, so a more sim- 
ple treatment is set up in their display rooms and 
photographed. Copies are sent to dealers along with a 
most effective broadside which tells the dealer that the 
little baskets used in the display may be purchased at 
any five and ten cent store. He is also given the name 
and address of the concern supplying the stickers and 
bouquets, and he is told he may order the boxes from 
Gotham at a nominal price. Every encouragement is 
given him to follow Gotham’s program with the result 
that he increases his Easter sales with a corresponding in- 
crease in profits to himself and to the Gotham Company. 

Mother’s Day offers still another opportunity to 
promote hosiery asa giftitem. This year a large poster 
depicting a modern mother, with appropriate lettering, 
forms the center of the display. Plain white gift boxes 
containing three pairs of hosiery are deco- 
rated with satin ribbon and carnations. 
Pale pink miniature hat boxes in varying 
sizes, with the word ‘Mother’ in gold 
letters helped to speed up hosiery sales for 
Mother’s Day gifts. 

And so it goes throughout the year. 
Gotham has developed a Fashion Bureau 
which creates these special packages and 
displays, and prepares the broadsides and 
dealer helps. In addition it sends out a 
monthly bulletin called “Fashion Briefs 
& Selling Ideas’’ which tells the dealer 
and sales girls (Continued on page 121) 


Six feet in diameter and containing more 
than three dozen pairs of tightly rolled 
stockings, simulating rosebuds, this bou- 
tonniere forms the focal point of a Gotham 
Easter display that draws quick attention 
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For such holidays as Christmas, Easter and Father's 
Day, Dobbs furnishes to dealers, at nominal cost, 
miniature replicas of the big Dobbs boxes, with gift 
certificates in them. These, and posters picturing 
them, are used for window display; copy and cuts are 
also furnished to dealers for use in connection with their 
newspaper advertising. 

That gaily colored hat boxes have been a godsend to 
window decorators is proved by the wide use made of 
them. Ross Brothers of San Francisco used in eight 
of their stores a window display in which packages 
were prominently featured, with two high tiers of boxes 
of various hues, one on each side of the window; and 
on the floor, six hat boxes, with a hat resting on the 
cover of each one. Bullocks of Los Angeles used a 
painted background representing a life-sized Dobbs 
coach, with Loudspeaker hats and packages in the 
foreground of the window. Gano-Downs of Denver 


also used a coach picture—a small one—as a back- 
ground for a hat and package display. Rogers Peet 
of New York featured the Dobbs University Line, 
Black-on-Brown, in a display of hats and packages. 
One of the reasons for the popularity of the Dobbs 
Cross Country hat is that its display can be dramatized 


by means of posters and maps. The idea is carried 
out in the packages, some of which, for example, are 
decorated with illustrations of various means of com- 
munication—airplanes, horses, trains, automobiles, 
ete. The Cross Country tubular container has been 
widely used in advertising and display, not only be- 
cause men like the convenience of a hat which can be 
folded into a bottle-like container, but because they 
are impressed with the advantages of a hat which can 
stand crushing and retain its shape. Presenting it in 
the tubular package puts across this idea graphically. 

It is interesting to note that the 1935 Dobbs catalog, 
issued to dealers, contains ten photographs of window 
displays in stores from California to New York, in 
nine of which the hat box occupies a prominent place 
in the display. 

Knox hats are also sold in colorful, decorative boxes, 
usually bearing the Knox coat-of-arms trade mark. 
Designs suggesting the outdoors, sports, and particu- 


larly hunting scenes are used on Knox packages, which 
often have octagonal or other geometric shapes. 
These boxes have been specifically planned with an eye 
to their value in display, many of them lending them- 
selves to unusual and striking combinations. For 
example, one of the smaller colored packages is deco- 
rated with a single letter; four of these ranged together 
in a line, like children’s blocks, spell the word ‘‘Knox.”’ 

Not alone in window and counter displays are these 
hat packages featured; their sales value is similarly 
appreciated in newspaper and magazine advertising 
where, in many cases, the boxes are shown individually 
or together with illustrations of the hats. This proves 
a valuable tie-up and lends a distinction to the ac- 
companying copy. Furthermore, it has the advantage 
of establishing the name of the maker to perhaps a 
greater degree than is possible through an illustration 
of the hat itself, as this is shown only on the inside of the 
hat, of course. 

An additional expense, of course, is the package for 
the hat. But it is an expense which is well justified 
and returns many fold if one is to accept the experi- 
ence of quality hat manufacturers who have considered 
good design and construction for the boxes in which 
they distribute their products. And the marketing 
aid provided by such boxes is not stationary or con- 
fined to the point of sale. It continues to function 
after the purchase is made, for the buyer uses it in his 
home or on his travels—a continuous and effective 
advertisement for the hat manufacturer. A glance at 
the illustrations accompanying this article will show 
why this is true, for the examples chosen are of par- 
ticular appeal to the masculine eye. 
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Shown at the Third Annual Pacific Coast 
Packaging Exhibit, sponsored by Packaging 
Review, and held as part of the Pacific Ad- 
vertising Clubs Association convention, San 
Diego, Callif., June 23-28. From top down: 
General view of exhibit. All-America 
packages, in partial eclipse here, were on 
prominent display at the head of the exhibit 
room. Illustrated and among the first award 
winners (Third Annual Pacific Coast Ex- 
hibit) are the following: 

Mission Brand dried fruits, Guggenhime & 
Co., Transparent Packs; Royal Crest black- 
berry liqueur brandy, Bohemian Distributing 
Co., Glass Containers; Buker’s dog and cat 
food, Buker’s Bird Store, Metal Containers; 
Luminous of Hollywood cosmetics, Cosmetics, 
Inc., Family Groups; Hage’s Ice cream, 
Hage’s, Ltd., Miscellaneous. The Desert 
Gold Fresh Dates package was not a winner. 
Chocolates box and display, Brown & Haley, 
Set-Up Boxes; Benedictum, Drumet & Cie. 
Seals & Labels; Coca-Cola carrying case, 
Coca-Cola Bottling Co., Shipping Contain- 
ers; Producer's Own egg box, Poultrymen’s 
Co-operative Association, Cartons; Golden 
Grain paste products, Gragnano Products, 
Inc., Bags and Envelopes; Hollywood Gir 
Cosmetics, Castilian Products Co., Displays. 








Ink Specialties Company packages 
its Dictator duplicator ink in 
Phoenix cone top cans. Photo is 
by Heetfield-Tillou 


Ault and Wiborg ribbons for 
calculating machines now come in 
a fibre container. Ribbons are 
furnished in various widths, so a 
collar that permits for size differ- 
ences is provided. Cin-Made Cor- 
poration is responsible for the 
new containers 


Old and new in Sanford ink 
cartons. Simplification, greater 
shelf strength and more read- 
ability characterize the latter 
which were designed by Paul 
Kettner of United States Printing 
& Lithograph Company 


Decorettes, made by The Tablet 
& Ticket Company, are proving 
popular for decorating kitchens, 
baths, canisters, nurseries, etc. 
They are gummed on the back 
and quickly applied. Heavy sales 
to those who want to decorate 
their bars with pink elephants are 
Package designed by 


reported. 
Barnes & Reinecke and printed by 
Chicago Carton Company 





1. Handy for a hundred house- 
hold uses, and several of them are 
suggested in the illustrations in- 
cluded on the wrapper—shown 
front and back—for Softeen 
Towels. Designed by Stanley 
Elmore Stady of Package Pro- 
ducers, Inc. 


2. Black applied color jars are 
used to telling effect for Sofskin 
Creme by the Glessner Company. 
The packaging research division 
of Owens-Illinois Glass Company, 


designed these packages. Jars are 


by Owens-Illinois, caps by Closure 
Service Company 


3. Light weight jars of black 
Durez, molded by Arrow-Hart & 
Hegeman Company, are success- 
fully used for Belle Fromme face 
creams. A silver and scarlet label 
obtains an interesting contrast 


4. Nestle-LeMur Company recent- 
ly restyled its packages, and al- 
ready sales have been stimulated. 
Those shown are typical of the 
complete line, created by Monroe 
F. Dreher. The Foxon Company, 
made the labels for the bottles 


5. In wrappings that match the 
colors of the towels—jade, yellow, 
ivory, white, blue—the new put-up 
for Brite Towels (Barclay Tissue 
Corporation), has distinct con- 
sumer appeal 


6. Incorporating a _ traditional 
note, London House, Ltd., glori- 
fies the “‘Beef Eater” (Yeoman of 
the Guard) in its 1935 holiday 


box for Kent’s military brushes 


7. From one-bottle to three-boitle 
sales have been possible for the 
Taylor Wine Company by means 
of the display carton which was 
designed with the collaboration of 
Owens-Illinois 
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8. Otis Elevator Company has 
modernized its containers for an 
improved line of lubricants for all 


requirements of elevator service 


9. Two new counter displays for 
products of Eagle Druggists Sup- 
ply Company, Inc., designed and 
produced by J. & P. B. Myers, Inc. 


10. Ellen Lee cosmetics, manufac- 
tured by Parmalo, Inc., utilize the 
‘family package”’ idea with distine- 
tion. Jars, bottles and closures are 
by Hazel-Atlas; transparent labels 
by Palm, Fechteler & Company 
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green lights all the way, when you are 


GOING TO MARKET IN GLASS 


)wens-Illinois provides a Com-_ situation may lead to improving it. 
Packaging Servicethat makes This service is usually cost free. 

ainers, closures and cases all If you pack in glass, there is al- 

ilable through one responsible most sure to be some way in which 

ceof supply. These money say-_ this division’s endless effort can 
straight-line facilities are aug- help increase your profits. If you 

ed by an added service unique market your product in other type 

. m@etheindustry...that ofthe Pack- packages, it is equally certain that 
sing Research Division. In the’ the facts and figures available 


ompleteexperimental laboratories through the Packaging Research 


this division, experienced tech- Division will show you how sales 
icians conduct a constant study of can be improved by adopting an 
tient packaging procedure and attractive glass container. If you are 
odern merchandising practices. repackaging or introducing a new 
ts facilities are open to customers _ product, by all means consider glass. 
nd to others who believe that an Call the nearest office of Owens- 


intelligent,impartial survey oftheir Illinois Glass Company, Toledo, O. 


THE STREAMLINE, AT THE LEFT, 
AND THE CLASSIC ARE TWO 
ATTRACTIVE DESIGNS RECENTLY 
CREATED BY OWENS-ILLINOIS. 


OWENS-ILLINOIS 
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No jar label appears on the Golden Harvest apple jelly pack- 
age used by the New England Products Company. The litho- 
graphed Phoenix Compo cap serves that purpose. Photo 
by Heetfield-Tillou; courtesy of Phoenix Flame. . .. Metal 
bags and carton wraps are used for the “family line” of 
packages recently adopted by the G. & G. Potato Chip Com- 
pany. Light-proof, moisture-proof and grease-proof, these 
have reduced the necessity for frequent deliveries and ex- 
cessive pick-up of stale packages. Manufactured by Rey- 
nolds Metals Company for that customer 
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‘Butter up! Armour’s Cloverbloom butter 


‘comes to bat in a roll wrapper, of special trans- 
‘parent cellulose, printed by Milprint Products 


| Corporation, as shown above 


In hobnail and ribbed styles, these decanters 
used by Duffy-Mott Company, Inc., offer good 
reuse value and lend distinction to the bottled 
product. Bottles are by Owens-Illinois; labels 
by The Foxon Company and metal caps by 


Aluminum Company of America 


The new Star Oil (F. S. Webster Company), 
packages caused sales to triple. Bottles by 
Owens-Illinois, closures are Armstrong’s Art- 
mold caps, and the metal foil labels are printed 


by the Webster Company 


Main Street bids for, and gets juvenile appeal. 
_ Cartons with transparent fronts reveal candy for 
the kids. Made by Milprint Products Corpora- 
tion for Geiger Candy Company 








No metal parts or hinges, can be 
engraved with trade marks or de- 
signs and available in a variety of 
smooth permanent colors is this 
molded tablet box of Durez 
(above), recently anrounced by 


Mack Molding Company 


The farmer sees the seed he 
sows in this novel sample package 
put out by A. H. Hoffman, Ine. 
Each sample is designated on the 
reverse side of the card on which 
it is held in place by cellulose rib- 
bon. The cellulose vials are of 


Lusteroid, with aluminum caps 


Sales have jumped because a 
new spray unit has been added to 
the regular line of packages used 
for PX deodorant. The former 
permits making a small charge for 
an atomizer appliance formerly 


given free with each bottle. New 


package designed and produced 


by Blakely Printing Company 


Molded plastic jewel boxes in 
colors, of twelve different sizes 
and with special hinge construc- 
tion are being made by Rathbun 
Manufacturing Company for Elec- 
tric City Box Company. Photo by 


courtesy of Bakelite Corporation 
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Concora Sleeves 


A Concora sleeve to cover the standard carton or 
shipping case is another practical and econom- 
ical way to make a Christmas package of your 
year-around product. 


Concora Folding Cartons 
Make Christmas Gifts of 


Confectionery Cocktail Sets 
Sporting Goods Cosmetics 
Electrical Products Liquor 
Pipe Tobacco Perfumes 
Food Delicacies Stationery 
Auto Accessories Toys 
Shaving Supplies Tools 
Phonograph Records Cutlery 
Hardware Blankets 
Books Sheets 
Smoking Accessories Cigarettes 
Kitchen Accessories Cigars 


Concora Lacquer 


Concora Lacquer, tie new finish for cartons, 
adding distinction as well as protection against 
soiling, is the greatest news in the packaging 
world today! 


Concora Shipping Cases 


Concora shipping cases, beautifully printed in 
Christmas colors and designs, unquestionably 
attract attention to your product and name. 





CONCORA means everything from the raw stock to the 
high quality of the finished board, to the detail of design 
and manufacture, to the mixing of ink, to the printing, to 
the lacquering, to the finished product—a sparkling, snappy 
carton and shipping case brimful of merchandising aids, 
and a means to promote additional stock turn-over for 
retailer, wholesaler, and manufacturer. Many outstandingly 
successful Christmas packages have been CONCORA 


PRODUCTS. Send this coupon today for details on how 


your products can be made into popular Christmas gifts 


at nominal cost. No obligation. 


CONTAINER CORPORATION OF AMERICA 


111 WEST WASHINGTON STREET, CHICAGO, ILLINOIS 


FIRM 
ADDRESS 
CITY STATE 


NAME OF INDIVIDUAL POSITION 





TRADING UP - - by working 


for 


HERE is some doubt as to just who produced the 

first small molded camera that started the thirty- 
nine-cent craze of the last two years. There is no 
doubt that the Universal Camera Corporation was one 
of the major factors, if not ‘he major factor, in this field. 
For months on end, production ran several hundred 
thousand cameras behind demand, until it began to 
seem that every youngster and most adults were spend- 
ing all their time and candy-money on toy cameras. 

But even this rosy situation provided no permanent 
bed of roses. While the market began to approach a 
saturation point, competition grew from 
both ends. On the one hand, half a dozen 
other fifty-nine, forty-nine, thirty-nine and 
twenty-nine cent cameras appeared on the 
market. On the other, Eastman Kodak 
sponsored the molded Baby Brownie, sell- 
ing at or just under a dollar. 

Without abandoning the lowest price 
field, Universal therefore set its engineers 
to developing a dollar model that would 
equal, and possibly excel, any other in its 
price range, and in the next range above it, 
in picture-taking ability and consumer ap- 
peal. Recognizing the tremendous at- 
traction which a bellows-type, expanding 
camera of true vest-pocket size carries for 
the public, Universal planned along these 
lines. A cast zinc case (soon to be changed 
for cast aluminum), an automatic exten- 
sion bellows operated by button pressure, a 
time-exposure control, a folding range 
finder and a tripod arm were combined into 
the “first folding camera ever made to’sell 
for one dollar.’’ As a final addition to 
consumer appeal, five different color 
schemes were adapted: green, blue, brown, 
gtay and black. 


Black and silver, made to gleam by all-over 
varnishing, provide the color scheme for the 
Univex carton, while the design focuses 
upon the crested, die-cut hole which dis- 
closes the color of the camera within. 
The outer carton serves as a pedestal for 
an inner, protective tray, which is set firmly 
in place by interlocking flaps, to form a 
counter display unit. In anticipation of 
possible price variations, the ‘Dollar’ tag 
is made as a removable unit, set into a slit 
in the folding tray 


dealer conwenience 


While the company, at this point, felt amply armed 
with merchandise-excellence for an attack on public 
buying habits, it found itself confronted with another 
problem; one made more acute by the very fact that 
Universal was known in the trade as the sponsor of the 
lowest priced type of camera. It was deemed necessary 
to ‘“‘trade-up” the new camera—to surround it with an 
air of quality which would lead dealers to a willing and 
unashamed sponsorship of the new model. 

This ‘‘trading-up’’ was necessary not only because 
the Univex Camera Corporation had sponsored a lower 




















































priced camera but also because almost a dozen other 
firms had flooded the market with similar cameras, 
some of which were of shoddy construction. To pre- 
vent any confusion in the public's mind—as between 
this new, quality product, offering hitherto unattain- 
able features at a low price, and these cheap cameras 
over which the Univex firm had no control—was deemed 
to be the most important problem related to the intro- 
duction of the new model. 

The problem was attacked from two angles. The 
company’s advertising agency, Brooke, Smith and 
French, Inc., supplemented an extensive magazine ad- 
vertising campaign with a series of trade advertisements 
and promotional folders stressing the new camera as a 
de-luxe product. At the same time, a package was de- 
veloped which combined a high degree of dealer con- 
venience with unusual value as a counter display. 

To stress the quality angle, a folding carton was pre- 
pared in black and gleaming silver, the entire being 
varnished for added brilliance. Since five different 
colors of case were available, a small hole was die-cut 


Dealer promotion sells the display with 
emphasis almost equal to that placed upon 
the camera itself 
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into the face of this carton, disclosing the color of the 
camera without requiring the dealer to remove the mer- 
chandise from the box. It was felt that this method 
would be far better than the alternative choice of indj- 
cating the color by printing on the carton, both from the 
point of view of effectiveness and from the standpoint of 
cost. By this method, it became possible for Universal] 
to pack all cameras into a single type of carton while 
dealers were freed of the necessity of guarding against 
insertion of the wrong camera into the wrong carton, 
and consumers were assured, in advance, of receiving 
the exact shade of case they desired. 

As a second step, an inside display tray was developed 
which, when removed from the carton, could be set up 
so as to hold the camera at an eye-angle slant, using the 
carton itself as a pedestal. This case, actually a smaller 
folding carton in itself, has a die-cut hole in its front 
into which the camera neatly fits. By folding the 
front flap of the display tray into the front of the main- 
carton and similarly inserting a longer flap into the 
back end of both tray and carton, a sturdy unit witha 
low center of gravity was obtained, permitting the 
camera to be displayed either in open or closed position. 

An additional advantage was gained insofar as the 
inner carton or tray served as an added protective pack- 
ing for the camera while in stock or transit. 

Having completed this self-display container and 
after proving its dealer appeal by extensive tests, the 
company proceeded with its ‘‘trading-up”’ policy by de- 
voting a large portion of the space of each dealer ad and 
circular to an explanation of the virtues of the display. 
The illustration of a page from one of these promo- 
tional circulars makes clear the manner in which the 
importance of this display was stressed with an empha- 
sis almost equal to that placed upon the camera itself. 

What then were the results of this planned coordina- 
tion between product, advertising, display and pack- 
age? At the time of writing, the new product has been 
on the market for some ten weeks. Over a hundred 
thousand cameras have been manufactured and shipped 
to dealers. But, orders call for more than four hundred 
thousand more and, even with constantly expanding 
facilities, production has been running behind orders at 
a pleasing, if disconcerting, rate. 

While both company officials and advertising agents 
recognize that this is due, in greatest measure, to the 
unique qualities of the product itself, both lay great 
stress on the important influence of the equally unique 
display and the way it has been merchandised to the 
trade. For, they point out, only through such mer- 
chandising of quality could Univex overcome the ten- 
dency, on the part of dealers, to consider this as merely 
another low-priced, self-selling camera-toy. As it is, 4 
recent survey discloses that a large part of the sales 
volume comes not from the childrens’ “toy-gadget” 
market but rather from adults weaned away from the 
purchase of larger, more expensive models. 

Credit: To William Troy, art director, Brooke, Smith 
and French, Inc., for design of carton and display tray; 
to Central Carton Corporation for manufacture of same. 
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we a distribution principally confined to the 
premium field, it has been possible for a line of 
cutlery to step beyond that limitation and build up 
sales through regular retail channels. The result: 150 
per cent increase in sales; the reason therefore: a new 
package. This, in brief, is the experience which has re- 
cently been that of the Federal Cutlery Company, Inc., 
New York City, in its distribution of spoons, knives and 
forks and household sets, each of stainless steel and pro- 
vided with Marbalin non-burn handles, the latter being 
furnished in various colors. 

Because of their colorful appearance—the cast phenol 
handles are made in various colors—it was obvious that 
there would be a distinct advantage in the proper dis- 
play of these items, particularly so when a bid for sales 











among retail outlets—chain, department and other 
stores—was made. So the problem was one of package 
design—the creation of a selling background which 
would meet the requirements of the product manufac- 
turer and also incite consumer attention. 

The accompanying illustration shows the packages 
which are being used—cartons with die-cut, transparent 
cellulose windows which permit an advantageous view 
of the merchandise within. All of the items are securely 
fastened to a paperboard which is easily placed within 
the carton before it is closed. Just enough copy to be 
convincing is used. Responsible for the design and 
manufacture of these display cartons: Brooks & Porter, 
Inc. The cast phenol handles are made for Federal 
Cutlery Company, Inc., by the Marblette Corporation. 
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WASHINGTON 


developments 


Packagers who want legislation 
at Washington, the better to safe- 
guard package property rights, may 
find one consolation in the end-of- 
the-session jam. If the eleventh- 
hour taxation program and other 
time-consuming ‘‘must’’ measures 
are forced through Congress at this 
session it will leave the decks all the 
clearer at the next session for the de- 
sign, trade mark, copyright mea- 
sures, and other legislation sought 
by package-fortifiers. | Moreover, 
special legislation of this class, which 
is not controversial to any great ex- 
tent, is just the species which is pre- 
ferred by Congressmen for the calen- 
dar in an election year. So, all told, 
1936 may afford the long-awaited 
break for revision and consolidation 
of the statutes which control dress- 
of-goods and designing of packages. 


@ The preoccupation of a tired 
Congress, finishing under the whip, 
has had odd reflection, this summer, 
upon several and sundry reform pro- 
posals which contact packaging, di- 
rectly or indirectly. The flop of the 
Design Registration proposals at pre- 
vious sessions of Congress, together 
with the fact that NRA had sixty- 
four codes that fluked on design pro- 
tection, are responsible for the drive 
in behalf of the Vadenburg Amend- 
ment to the Duffy Copyright Re- 
vision Bill. Abandonment, for the 
time being, of hope of specific legisla- 
tion to repress package piracy has 
caused a number of package-users 
and their trade associations to turn 
to the idea of tacking package-pro- 
tective amendments to the Walsh 
Bill to render illegal the shipment in 
interstate commerce of misbranded 
merchandise. The effect would be 
to extend to all other lines of pack- 
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aged commodities the equivalent of 
the censorship now imposed upon 
food and drugs by the U. S. Depart- 
ment of Agriculture. By the by, 
packagedom has just had, in the 
latter quarter, a demonstration of 
how regulations may be stretched. 
Via the ruling that even the use of 
officially certified coloring materials 
will not be permitted if the effect of 
the addition is to conceal inferiority 
of the food. In other words, declar- 
ing, on the label, the presence of 
licensed food dyes, is no alibi if the 
artificial blush hides ill health in the 
goods. 


@ In anticipation of the enlarged 
stewardship promised by the Cope- 
land Bill, as it passed the Senate, the 
U. S. Food and Drug Administra- 
tion is extending its organization 
set-up. From the packaging stand- 
point, the nub of the news is in the 
announcement of the creation of two 
new subsections of the regulatory 
bureau, i.e., the Vitamin Division 
and the Pharmacological Division. 
The latter division will deal with the 
new synthetic chemicals used in 
foods and medicines. The Vitamin 
Division will pave the way for a new 
phase of package-copy censorship by 
checking the claims and helping to 
establish standards for all foods and 
drugs for which claims of vitamin 
potency are made. One class of 
packagers who will be affected by 
the new slant in Federal supervision 
comprises the marketers of glandu- 
lar preparations in which field there 
has been something of a boom. 


© Department of Agriculture re- 
ports a new group of converts to its 
crusade for sanitary packaging of 
fresh produce. Blueberry packers 












are the latest addition to the pro- 
cession. Boxes are being covered or 
completely enclosed in transparent 
cellulose or other transparent pro- 
tective wrappers. In some instances 
brand name or producer’s label js 
imprinted in color on the wrap. 


®@ Foodstuff Division of the U. §, 
Bureau of Foreign and Domestic 
Commerce has done a service for the 
cause of package progress by initiat- 
ing the type of investigation which 
seeks to statisticize the shifts of 
species within a package-using in- 
dustry. Example: the Federal scru- 
tiny of the trade in mayonnaise and 
related products. This latter survey 
records, in percentage terms, the 
changes in comparative production 
of mayonnaise, salad dressing, sand- 
wich spreads, Thousand Islands, 
French, and other specialties in this 
packaged line. The Government 
schedule for this pattern of investi- 
gation also calls for a show-down in 
each industry on the aggregate vol- 
ume packed by manufacturers under 
their own labels, under buyers’ 
labels, and unlabeled. 


© Specification of package-sizes, 
models, etc., in the new fair trade 
price contracts is a responsibility 
that is engaging the attention of the 
men who are making the tentative 
draft of the manufacturer-jobber 
and manufacturer-retailer contracts. 
The thought has been advanced that 
unless there be careful stipulation of 
price-observance compatible with 
package-size graduations, a loophole 
will be left open for the evasion of 
the schedules of prescribed prices. 
As simplifying matters for packag- 
ers, it is proposed that alternative 
methods shall be allowed. Sched- 
ules of package sizes, with attendant 
minimum prices may be incorpo- 
rated in the contract. The model 
contract form springs one surprise in 
its denunciation of ‘‘combination” 
offers that give effect to an inclusive 
price below the sum of the con- 
tracted minimum prices. 


© Commerce Department's latest 
survey of confectionery distribu- 
tion shows a continuance of the 
trend to package goods. The big- 
gest increase in all classes of confec- 
tionery was in wrapped chocolate 
bars which show a sales increase of 
more than 30 per cent. Plain pack- 
age goods made a gain in one year of 
nearly 29 per cent. All told, pack- 
age goods show a bulge twice as 
great as the uplift in candy sales asa 
whole. And that means that sales 
in dollars are going up faster than 
sales in terms of pounds. 
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Glass Container Association of America will hold its 
semi-annual meeting at the Traymore Hotel, Atlantic 
City, September 19 and 20. 


Colonel Evan E. Kimble, president of the Kimble 
Glass Company, has been appointed by Governor Hoff- 
man as Cumberland County representative on the 
South Jersey Transit Authority Commission. 


John A. Silver, vice-president of the F. J.. Stokes 
Machine Company, is on an eight weeks’ trip through 
England and the Continent where he will visit a 





JOHN A. SILVER 


number of plants in the various fields served by his 
company and study conditions with a view to enlarg- 
ing Stokes’ manufacturing and sales facilities abroad. 


Mary R. Cass, who for 24 years has been general 
manager of the F. N. Burt Company, Ltd., paper box 
manufacturers at Buffalo, N. Y., has resigned that 


position to become vice-president of the company. 


John H. Paterson, assistant general manager, has been 
made general manager to take Miss Cass’ place. 

Miss Cass has been managing the Buffalo Burt 
plant since 1911, when control of the company was 
sold by F. N. Burt to Canadian interests. Before 
that she had worked her way up in the company, 
Starting as office girl in 1891. In 1921 she was made 
a director of the F. N. Burt Co., Ltd. 

Other changes in the officers of the F. N. Burt 
Company, whose headquarters are in Toronto, are: 
Samuel J. Moore, president, becomes chairman of 
the board of directors, Edward G. Baker, vice-presi- 
dent, becomes president, Thomas S. Duncanson, 
assistant secretary, becomes assistant general manager 
in Mr. Paterson’s place. 


Clyde E. Austin, Room 447, Monadnack Bldg., 
Chicago, conducts an agency for the sale and servicing 
of new and used filling equipment as well as special 
equipment for various purposes. Among other firms he 
represents the Filler Machine Company, Inc., in that 
territory. Mr. Austin’s telephone is Wabash 8528. 


Alan S. Cole, general manager, Breskin and Charlton 
Publishing Corporation, was recently elected a vice- 
president of the company. Mr. Cole was formerly 
western manager and located in Chicago, becoming 
general manager with headquarters in New York about 
a year ago. He will continue with his duties as general 
manager in addition to his new responsibilities. 


New England sales offices of Robert Gair Company, 
Inc. and subsidiaries were moved on July 15, to 77 
Sumner St., Boston, Mass.; telephone, Liberty 5125-6. 
Arthur J. Wallace is manager. 


Gair Boston Container, Inc., has acquired the cor- 
rugated container division of Sherman Paper Products 
Corporation. The Medford plant and container sales 
office of Gair Boston Containers, Inc., of which Gordon 
W. Olson is vice-president and manager, will move to 
the Sherman plant at Newton Upper Falls. 

The Sherman Paper Products Corporation will con- 
centrate on its line of paper specialties including pan 
liners, corrugated, glassine and parchment for the food 
and other industries in adjacent buildings now part of 
the property. 


Martin Ullman will spend the next two months 
in Sweden, Norway, Denmark, Germany, England, 
and France, making first hand studies of European 
methods of packaging, styling, designing, and mer- 
chandising kindred lines. His studio at 25 West 37th 
St., New York, will be closed until September 10. 

Mr. Ullman writes MODERN PACKAGING from Lon- 
don, ‘‘Have seen most amazing developments in pack- 
aging here. Everything indicates and shows lots of 
color. Package material such as foil and transparent 
cellulose much behind. Printing processes on these ap- 
pear insufficient and not comparable with our own ad- 
vancements. English going in strongly for color. 
Have yet to see a one-color package. Their stock bot- 
tle designs superior to those made for individual molds 
in America. English many years ahead of America in 
displays. Saw lots of grand new ideas.” 

(Continued on page 113) 
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EDITORIAL OPINION 





WELL SAID, ‘‘ADVERTISING AGE’’! 


In a recent editorial, as a reply to a subscriber who 
raised a question concerning the publication’s attitude 
toward political-economic questions, Advertising Age 
stated: 

“Our answer is that if political action affects market- 
ing and advertising, it is our duty to express our opinion, 
if we have one, and it may be added that business papers 
should be qualified to have definite opinions on the sub- 
jects which affect the interests of those to whose service 
they are devoted. 

‘Politics in the partisan sense should not be the con- 
cern of business publications; but politics in the broad 
sense of governmental activities should concern business 
papers to the extent that these activities affect business. 
At present government is concerning itself with business 
to a greater degree than ever before, and is introducing 
new economic policies as a basis for political action. 
Obviously these policies are of great importance to 
business, to advertisers and to the public, and it is for 
that reason that Advertising Age has discussed them. 

‘“‘We feel that business men have a right to look to 
the business press for informed and intelligent discus- 
sion of public questions which affect their interests. 
There are some business publications of a highly tech- 
nical character, whose readers are more interested in 
their interpretation of engineering and related subjects 
than those of an economic character; but they are in 
the minority. 

“Today’s contacts between politics and business in- 
volve so many fundamental questions, affecting all 
kinds of business activities, that business papers must 
be prepared to deal with them.” 

A sound policy, and well expressed, we think. To the 
statements made we would add only that the business 
publication which properly serves its industry should 
have little time, or space, to devote to those things that 
do not definitely concern that industry. Otherwise a 
duplication of effort—and one which is usually ineffec- 
tive—takes the place of the service which the business 
publication alone can perform. 


BREAKING RESOLUTIONS 


We had quite resolved to say nothing further on the 
package competition controversy. We were firm in 
this determination until the hot weather (perhaps you 
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Ufa. 


read about it) hit us and—well, a prima donna fre- 
quently stages an additional tour after the announce. © 
ment of a final appearance, so why shouldn’t an editor, © 


harried with humidity, seek some relief from his labors? 
So we quote from the August issue of the Phoenix 
Flame, with fervent thanks, its editorial ‘‘Biting the 
Hand.”’ 

“We do not agree with the critics who stick out their 
tongues at package contests and make noises which re- 
semble ‘ph-u-u-t.’ It is not only an ungraceful gesture 
and an unbecoming sound, but is strongly reminiscent 
of green grape colic. 

“On the contrary we are of the opinion that package 
contests serve a useful purpose. They encourage the 
designer to improve his work. They are an incentive 
to the material supplier to develop new and improved 
materials. They afford the user of packages an oppor- 
tunity to study trends in packaging. They focus 
attention upon the packaging industry. They stimu- 
late business—and all designers, suppliers and users of 
packages profit thereby. 

“But don’t get us wrong. Weare not so gullible as to 
believe that package contests are the ‘final word’ in 
establishing the worth of a package. Is there any one 
so gullible? We doubt it. The sponsors and judges 
of package contests (at least those we know) have never 
attempted to set themselves up as supreme authorities 
on whether a package was destined to be a success or a 
failure. But, in checking over their annual selections, 
they seem to have done a fairly good job of selecting 
packages which were fundamentally sound as to design, 
color, utility, convenience, suitability and produc- 
tion—therefore, most likely to succeed. And, after 
all, that is the sole idea back of a package contest. 

“As for judging the worth of a package by its so- 
called sales success, that simply can’t be done. It’s 
so easy to claim any increase in sales for the package. 
But, what about the quality of the product and the 
reputation of the manufacturer? What about distribu- 
tion and competition? Or, what about the ability of 
sales organization or extent of advertising? These 
things still have a lot to say whether a package may be 
rated as a success or a failure. 

“Don’t claim too much for the package and you 
won't have to apologize for its failures. It can only do 
its part. But, if it measures up to the standards which 
have been established in judging package contests, it 
will do its part.”’ 
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Imagine saving 1635%...10%...15%... | our customers. Only the high spots of 
: thes $3,500...$1,200...$5,000 on your pack- each case history below are touched on, 
ch re- aging costs! And imagine getting better but they tell why we believe we can cut 
esture packaging, better service and better packaging costs for you. 
iscent dealer-consumer reaction in the bargain! We will welcome a chance to tackle 
ro It sounds too good to be true. But your packaging problems. Won’t you 
o ie Dennison is doing it for other manufac- give us an opportunity? Simply check 
ntive turers and would like to do it for you. the field, or fields, you are interested in 
roved Here are a few examples, out of many, and mail this sheet to the nearest ad- 
ppor- showing how we are saving hard cash for dress below. 
focus 
‘imu- : 
_ Simply check and send the coupon below 
i 2 ee ee OF ee OO Ge 2 S RS A Ses coMeiee SOR Gems i) see 
as to Ni 
ssto | DENNISON MANUFACTURING COMPANY SN I 
x on (SEND TO NEAREST ADDRESS AT RIGHT) 185 Devonshire St., Boston, Mass. 220 Fifth Avenue, New York, N. Y. 
r one P F 1015 Chestnut St,, Philadelphia,Pa. 62 East Randolph Street, Chicago, Ill. 
d I want to know how Dennison can help me in my packag- 629 Euclid Avenue, Cleveland, Ohio 406-7 Santa Fe Building, Dallas, Texas 
ges ing problems —I have checked below the fields I am 833 Market St.,SanFrancisco,Calif. 504 Fourth & Pike Bldg., Seattle, Wash. 
ever interested in. 
ities 
or a [| 
ons, 
— Hardware Drugs 
; One of America’s leading tool manufacturers came to Dennison A new container was needed for a well-known drug product — 
gn, seeking an improved self-selling display card. The result—a dis- one that would be more convenient both for retailers and the 
luc- tinctive, new, punched display on a special bronze board, doub- ultimate consumers. Dennison developed a new, die-punched, 
fter ling the number of retail units, and saving 1624% in produc- specially impregnated receptacle, replacing the old egg-carton, 
tioncost over the former display. Manufacturer reports good trade nest type, and resulting in much greater convenience to the 
acceptance and a substantial saving in the assembling operation. user, inereased salability of the product for the retailer, and a 
50- saving, running into thousands of dollars, for jhe manufacturer. 
a 
“106 Cosma 
ge. roceries osmeftics 
the Anationally known manufacturer of a famous household prod- 
wee uct had been unable to overcome excessive labeling costs in A large manufacturer of a famous line of cosmetics was plan- 
connection with the packaging. Dennison experts discovered a ning one of his regularly scheduled seasonal drives on a special 
of new attaching method and type of gumming which resulted in combination gift package. A luxurious-looking but inexpensive 
ese an immediate 10% cut in labeling costs, at the same time box, with a simple packing arrangement, was needed. Dennison 
greatly improving the product’s appearance. designed and made a box that not only was unusually attrac- 
be tive, but which cut the usual packaging costs materially. 
a & 
a 
. | U Specialties Textiles 
do This manufacturer put up to Dennison the problem of chang- 
ich ing over his old expensive metal container to a more economi- The problem here was to find a quick means of securely at- 
it eal kind, and one which would simplify both the assembling taching a seal to fabric, but which could be as quickly removed 
I operation at the factory and the use of the product in the without leaving traces of either seal or gumming. Dennison 
ome. Dennison’s packaging experts created an attractive new developed a very ingenious new kind of moistening device 
container that met every dealer-consumer requirement, and which effected an immediate saving of 15% to 20% in pack- 
saved many thousands of dollars for the manufacturer. aging costs. 
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THE RESEARCH LABORATORIES OF THE 
INTERNATIONAL PRINTING INK COMPANY 


BOOK on color usually presupposes a theory on 
color. And a theory on color is usually a back- 
ward approach to a defense of the writer’s position 
rather than a logical demonstration of newly discovered 
facts. Color is an amazing subject, so rife with im- 
plausibilities, conjectures and guesses on its applica- 
tion, the true expert is prone to admit he knows Jess and 
less the more and more he delves into the subject. 
The amateur expert—and many of them are widely 
accepted as ‘‘authorities’’—greets the length, width 
and breadth of the subject as something he can easily 
disclose in discourse and fully impart to the ignorant. 
Within the last month the writer was given a demon- 
stration of all the values of color by a knowing gentle- 
nan who had been unfortunate enough to win a well 





Is there a mathematical rule for estab- 
lishing color balance? 


Can color be discussed intelligently 
without a language that will describe 
it accurately? 


What factors determine the visibility, 
the legibility and the power of a color 
under given conditions? 


Why will real improvement in process 
printing grow out of an understanding 
of the subtractive and additive color 
primaries? 


What machine has Science recently 
developed to measure color and to 
simplify color matching? 


When is it advisable to add black to 
make a color grayer, and when is it 
more economical to start with a dif- 
ferent color? 


Such questions and many hundreds 
of others are answered in these mono- 
graphs—a work which represents one 
of the most constructive contributions 
that has been made on the subject of 
color. Because of this and the impor- 
tance of color in packages and dis- 
plays, we have deemed it advisable to 
offer a more complete review than is 
our customary treatment of such litera- 
ture. 


—EDITOR 
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publicized prize for a picture he had 
painted. “Color is fundamentally 
simple,’ he began. ‘‘In my training 
and in my later work I never cared 
for math or physics or chemistry. ] 
don’t like them and there’s no use in 
letting them clog up color. I dis. 
carded them and got into light and its 
angles immediately.”’ Why continue 
after such an opening contradiction? 

Our approach to color presentations is always critical, 
Time and all too insufficient study have proven the 
subject too vast for any but a critical attitude. If that 
attitude is appeased (and it has been erroneously ap- 
peased) it is only natural that the reception be one 
of sincere enthusiasm. 

In the case of ‘““Three Monographs on Color’’ ((1) 
Color as Chemistry, (2) Color as Light, (3) Color in 
Use) there are no mixed emotions. The books are 
exactly what the doctor ordered and wholly to the 
patient’s liking. The authors—some of the really emi- 
nent scientific authorities—have no ax to grind, no 
paints to plug, noinks toindicate. They simply say (1) 
Color chemical, (2) Color physical, (3) Color psycho- 
logical. The known and proved facts are presented in 
sound and simple order. Not that any one can fully 
know color from the presentation. But any one witha 
fundamental knowledge of high school physics and 
chemistry can easily follow the first two volumes. 
And any one with an eye to read and see can follow the 
last. Not only that, but we must thank the editor or 
editors for bringing back to many a mind beginning to 
haze on elemental physics and chemistry a short course 
résumé of their basic interpretation that can be greatly 
appreciated. 

Volume I (Color Chemistry) begins with a treatise on 
natural sources of color and quickly reaches the modern 
synthetic sources. Each step in the explanation is 
aided with descriptive decorations. Atoms, molecules, 
etc., make easy sense. Then on to organic and inor- 
ganic compounds and the complex structure of most 
colors, as well as the deep dyed necessity of organic 
compounds in the consideration of color. 

“The majority of modern colors are of this type and 
fall within that immense division of chemistry known as 
organic chemistry, or the chemistry that deals with 
carbon compounds. Over 2000 individual color com- 
pounds built around carbon are in constant use. A 
vastly greater number is known; one large manufac- 
turer has discarded over 30,000 such compounds because 
they had some undesirable physical property. On the 
other hand, hardly more than 100 colored materials 
derived from any of the other elements are used. These 
non-carbon materials are called inorganic in contradis- 
tinction to organic or carbon-containing compounds.” 

The entire volume (18 printed pages beautifully 
bound, handsomely illustrated and legibly printed) 
simply carries on this story of color and the combina- 
tions that chemically make and change it. The story 
is fascinating and the fine graphic (Continued on page 117) 
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packaging line 


The Morrison Company of Philadelphia packages a wide variety of powdered puddings, 
pie fillings and ice cream preparations on Stokes & Smith equipment. Three attendants 
produce a continuous stream of tightly sealed, non - sifting, bag -lined cartons. 


The cartons are hand fed to the carton sealer, which seals the bottom flaps and carries 
them to the Universal Fillers. There attendants fill the bags and place them in the con- 
veyed cartons, which then move on to the Sealer. There the open top of the bag is 
automatically sealed in with the top flaps of the carton and the packages are conveyed 
under pressure to the shipping table. 

Similar semi-automatic or fully automatic Stokes & Smith equipment with automatic car- 
ton feed, bag inserting and automatic filling, for the production of sixty packages per 
minute is also available. An S & S Packaging Engineer will gladly suggest the proper 
equipment for your particular needs. Write for information. 


FOR PRODUCTION OF 15 TO 60 PER MINUTE 





PACKAGING MACHINERY PAPER BOX MACHINERY 
Frankford, Philadelphia, U. S. A. 
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ONE TRIP, NO DEPOSIT, 
NON-RETURNABLE 


ARTICULARLY descriptive is the name 

“Stubby,” applied by the Owens-Illinois Glass 
Company to its new, compact, light-weight beer bottle. 
Not that it is expected that this new container will 
replace the standard, long-necked bottle, so familiar 
to beer drinkers, for the company states, “It is our 
honest conviction that the standard beer bottle, be- 
cause of its proven practicability and the economy 
which lies in the many trips of which it is capable, 
will continue to be the universal beer container. How- 
ever, it is apparent that merchandising problems of a 
comparatively few brewers, particularly in connection 
with department and chain store outlets who are 
concerned by the return bottle feature, require a solu- 


tion in the way of a one-trip container.” 

As compared to the standard beer bottle, Stubby 
ships more economically, being lighter in weight and 
requiring smaller and lighter cartoning, thus attaining 


material savings in freight. Such adjustments as are 
necessary to adapt present machinery to the smaller 
dimensions can be made with little capital outlay— 
an important feature for brewers who have extensive 
investments in bottle filling, labeling, sealing and pack- 
ing equipment. Its novelty gives the brewer an oppor- 
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tunity to keep abreast of the times, when packaging 
is so vitally a part of modern merchandising, and thus 
Stubby makes a strong bid for front position in dis. 
plays on counters and in windows. Furthermore, it js 


stated, Stubby makes no concessions to either prac. 
ticability or cost from the angles of processing or 
delivery, or to the merchandising or display_ features 
of his mate, the standard beer bottle. 

In its presentation of Stubby to brewers, Owens. 


Illinois also points out the unique advantages of glass 
bottles for beer packaging: established acceptability 
by consumers, retention of low temperature, unre. 
sponsiveness to acid or alkali action, adaptability to 
closing and pouring, insulation against heat. While 
amber glass is recommended as the most satisfactory 
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“Stubby” compared with the standard beer bottle 


color to offset the detrimental effects of light, Stubbies 
are made in whatever color the individual brewer may 
prefer for these bottles. 

To recapitulate: The new bottle is shorter than the 
traditional beer bottle, is considerably lighter in weight, 
and requires cartons of lesser cubical content—factors 
which will reduce initial cost, freight charges, and cost 
of handling and storage for distributor and retailer. 

The shorter bottle is said to meet every advantage 
claimed for the tin can, and at the same time possesses 
all the appeal of glass, long recognized as an ideal 
container for food products because of its qualities of 
cleanliness and visibility. 

A 24-page brochure, printed on heavy stock and 
spiral bound, issued by Owens-Illinois, illustrates and 
tells the story of Stubby. Directed to brewers pri- 
marily of course, there are included several pertinent 
facts which are of interest to package users generally. 
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As we hear of each sales success when 
packages are revamped with Riegel Papers, 
there is an urge to run smashing ads claiming 
credit. Then more seasoned judgment plays 
a hand, and on close investigation we always 
find many other factors behind increased 
sales —a special advertising drive, sudden 
promotion of an obscure brand, a price in- 
centive, an improved product, an aggressive 
sales campaign—with our paper a contribut- 


ing factor, of course. 


RIEGEL PAPER CORD. // 


542 MADISON AVE. 





NEW YORK, N. Y. 
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REALLY MAKES SALES GO UP? 


A special kind of paper won’t produce a 
selling miracle, no paper can, but among our 
130 Packaging Papers, you are sure to find at 
least one that will help to promote your sales 
or give you the necessary protective qualities 
at moderate cost. Write for our portfolio, 
“Case Histories of Packaging”. It tells the 
inside story of the packaging of many 


national products. 
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A “TWO-LEMON” PACKAGE 


HE ingenuity of package designers continues undi- 
minished. Many may say that there is nothing 
more that can be done in the creation of novel packages, 
that the public is ‘‘package weary,” but the fact remains 
that each year produces a new crop of clever devices and 
designs, the results of which supply the incentives nec- 
essary to hold the interest of those who employ packages 
in the merchandising of their products. Consider this 
example if you will: 

Measured quantities (1), easy dispensing (2) and dis- 
play (3) were the requirements of a package to be de- 
veloped for Lemonina, a true fruit powder, the charac- 
teristics of which include a slight stickiness and a ten- 
dency to absorb moisture. The manner in which these 
requirements were complied with are as follows: 

(1) A package containing one “‘lemon’’ would be very 
small—probably too small to have any display value. 
One lemon could not be sold for five cents. The pack- 
age cost for two ‘‘lemons’’ in separate containers would be 
prohibitive. So, a “two lemon” package was indicated, 
to sell for a nickel. Solution: The neck and shoulder 
were cut from a collapsible tube; the tube pinched in 
the middle, resulting in a simple, inexpensive two- 
compartment container. 
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(2) Squeezing lemons is messy, 
time consuming and, while lemon 
juice may be good for the skin, it 
doesn’t go so well on a shirt front 
when Tom Collins is around. Solu. 
tion: By devising a method of shear. 
ing the ends of the filled tube—in such 
a way as to pinch off the metal—, 
closure was effected which remains tight. By shearing 
it at right angles to the center ‘‘pinch,”’ a tetrahedral 
structure was formed which has relatively high rigidity, 
causing the sheared end to open into practically a square 
when the ends of the sheared part are pressed together, 
Hence, designated as the E-Z Squeeze package. 

(3) It is obvious that a new product in a new package 
requires education to secure public acceptance. Like. 
wise, a ‘‘gadget’”’ of this size could not be printed in such 
a way as to get its story across. Also, rough handling 
might pop open some of the containers. Solution: The 
paper clip for the two-lemon package gave the desired 
space for printed matter and protection. 

The one dozen ‘‘lemon’”’ packages, set up for counter 
display, eliminate the paper clip but display the six 
cartons in such a way as to secure the full advantage 
of the novel shape of the tube. 

The proprietor of the product, which has been ac- 
cepted by the Department of Agriculture as complying 
with official rulings and also bears the seal of approval 
of Good Housekeeping Institute, is the Serve-Self 
Products Corporation. The Sun Tube Corporation de- 
signed and made the tubes; Brooks Bank Note Com- 
pany, the clips, cartons and display containers. 
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: The 
sired Many of our wrapping machines have 
been on the job steadily for 20 years 
unter or more—and are still going strong. 
e six They simply won’t quit. 
itage We build our machines that way. 
This sturdy endurance assures depend- 
a able service, so important in the pack- 
lying aging end of a business. 
pr Nevertheless, it does not pay to keep 
these loyal old-timers in the harness too rh ee ; 
1 de- j One of our adjustable wrapping machines that 
long .... Not when new machines offer handles a wide variety a sizes. Model F-9. 


‘ 


—_ such important advantages in both 
savings and the ability to produce new 
and outstanding types of packages—packages that help to make goods move. 


New Adjustable Machines—We are constantly developing new machines 
to meet modern production requirements. Nearly all of them are adjustable 
for changing package sizes, or the introduction of new products to a line... . 
They are built to handle the many new and attractive kinds of wrapping 
material that have been developed in recent years.... They operate at high 
speeds, thus giving utmost production at lowest cost. And they are extremely 
economical in their consumption of wrapping material. 


Electric Eye Wrapping—Some models use printed material—both trans- 
parent and opaque—in roll form registering the printed design on the 
package by an Electric Eye. This makes a considerable saving over the cost’of 
buying printed wrappers in cut-to-size sheets. 


Get the benefit of our ideas—We will be glad to suggest definite ideas for 
improving your package and lowering your costs. Our experience dates from 
the time machines were first introduced to replace hand-wrapping. Write to 
our nearest office. 






PACKAGE MACHINERY COMPANY, Springfield, Massachusetts 
NEW YORK - CHICAGO . CLEVELAND : LOS ANGELES 


Mexico, D.F., Apartado 2303 - Peterborough, England: Baker 
Perkins, Ltd. - Melbourne, Australia: Baker Perkins, Pty., Ltd. 


ta > PS ae ee mt m OS. <: _V 
PACKAG MPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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FOR YOUR 


information file 


SENSIBLE suggestion, ‘‘Pretend You’re a Buyer 

Instead of a Seller,’’ is made in a folder recently 
sent out by Anchor Cap & Closure Corporation which 
presents the consumer’s slant on liquor packages, par- 
ticularly as to closures. The latter, to meet with satis- 
faction from those who ‘mix their own,’’ should give 
fine appearance, maximum convenience, and secure 
protection. These advantages, it is stated, may be 
obtained in the use of Anchor molded caps. 


N attractive four-page advertising folder, featur- 

ing ‘“‘Mother of Pearl, a Paper of Unusual 
Beauty,” is now being distributed by Aldine Paper 
Company, 333 Hudson St., New York. This folder, 
a cleverly produced piece of advertising, printed on 
‘‘White Mother of Peari’’ with a swatch of eleven har- 
monious colors on the first page, shows the striking 
effects that this paper will produce when used for 
unusual folders, outstanding display cards, distinc- 
tive brochures or inviting box covers. 


 Tapeaataeraggnil FOIL CORPORATION, 339 Hud- 

son St., New York, is distributing a new line of 
foil papers with many new embossing patterns and 
also a large variety of piain silver and colors in high 
and dull finishes. Also included is a new line of deco- 
rated foils with unusual effects. All these papers are 
suitable for the box trade, packaging field, greeting 
cards, gift wraps and also the regular printing and 
industrial fields. The company also distributes seal 
foil and bottie neck and label foil. 


HE growing demand for coated and decorated metal 

sheets for the manufacture of packages, cans, 
caps, crowns, toys, signs and other products has necessi- 
tated the development of new finishes with finer pro- 
duction demands as well as modern, better equipment. 
Positive automatic temperature control, safety, econ- 
omy, precision in production are major advantages 
claimed through the use of the new Ross metal deco- 
rating oven designed and constructed by the J. O. 
Ross Engineering Corporation, 350 Madison Ave., 
New York. An attractive booklet has just been pre- 
pared which describes and illustrates this equipment. 


O outline its activities and products, the Metal Box 
Company, Limited, with head offices at Queen’s 
House, 28 Kingsway, London, W. C. 2, England, has re- 
cently issued a 16-page booklet which is comprehensive 
and indicative of the progress made by that concern. 
Principal products are: varnish, paint, and oil contain- 
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ers; paper printing and cartons; tobacco and cigarette 
tins; containers for toilet preparations; advertising dis. 
plays and show cases; bottle caps and stoppers, con. 
tainers and cans for food products. Development and 
research in connection with the design and application 
of these products, by the company, are extensive. 


NEW color folder exploits the cleaning of bottles 

with filtered air and illustrates and describes the 
Safeway bottle cleaner manufactured by The Karl 
Kiefer Machine Co., Cincinnati, Ohio. According to 
the Kiefer organization, cleaning bottles with filtered 
air—air that is absolutely pure and free from dust, oj] 
and moisture—is the only safe, positive method, 
“Can you jeopardize the quality of your product or the 
reputation of your business with a machine that may 
leave dust, glass and other foreign matter in the bot- 
tles?’’ asks the circular. 

The Safeway bottle cleaner has been operating suc- 
cessfully over a period of years in many plants bottling 
medicines, food products, lotions, oils and, during the 
last year, in liquor plants. Among the leading con- 
cerns which use the Safeway bottle cleaner are Hiram 
Walker & Sons, Joseph E. Seagram & Sons, McKesson 
& Robbins, Inc., Campana Corp., General Foods Corp., 
Distilled Liquors Corp., Lionel Distilled Products, 
Inc., Upjohn Co., Scott & Bowne, Wm. R. Warner & 
Co., Allied Products, Inc., Bristol-Myers Co., Glenmore 
Distilleries, Dr. Miles Laboratories. 

Other machines illustrated are the Kiefer rotary bot- 
tle rinser, the Kiefer “‘Air-Line’’ jar cleaner, the Kiefer 
automatic bottle sterilizer, and Kiefer combined rinsing 
and drying equipment. 


Medicinal specialties of high therapeutic value, prescribed 
by physicians; advertising by direct mail and in medical journals; 
preparations need not depend on any particular display for their 
sale. Yet, Rare Chemicals Inc. wished purchasers to be impressed 
with its containers which, it felt, reflected the quality and care 
used in the preparation of its products and has adopted the de- 

signs, shown above, for its packages 
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AND WASTED SALES EFFORTS 










CCURATELY! Perfectly! The eye 

of the public should be trained 
on your product by the package in 
which it is merchandised. Today, 
more than ever before, the bid for 
buyers’ acceptance of each individual 
piece of merchandise displayed in a 
window, on a counter or shelf must 
be given every aid of design and of 
color. If your product is packed in 
metul—or can be packed in metal 
containers, Heekin offers you har- 
monized colors, perfectly reproduced, ‘i 
long lasting. Héekin Lithographed 
Cans are not mere containers, they 
become live, virile sales beacons 




















ie wherever they are displayed. Let 
hel Heekin Lithography help sell your 
ssed product. The Heekin Can Company, 






Cincinnati, Ohio. 
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NEW DEVELOPMENTS IN PACKAGING 


MACHINERY, METHODS AND SUPPLIES 


EQUIPMENT AND MATERIALS 


VAPOR VACUUM SEALING FOR 
MAYONNAISE PRODUCTS 


Among the important developments in the packaging 
of food products is that of vapor vacuum sealing 
mayonnaise and mayonnaise products, such as salad 
dressing, sandwich spreads, Thousand Island dressings, 
French dressings, etc. Prior to the development of 
vapor vacuum sealing by the White Cap Company, it 
was not possible to package these products, with the 
exception of French dressing, under vacuum, because 
the consistency of the product itself was so light and 
contained such a great volume of air that when me- 
chanical vacuum was attempted the product would 
leave the package and defeat the purpose. 

With the advent of vapor vacuum sealing,* which 
method, it is claimed, produces a vacuum in the head 
space of the package as high as 27 in. under direct 
control of the operator of the equipment without in 
any way disturbing the contents, it was found that 
with this removal of 90 per cent of the air from the 
head space of the package, oxidation was practically 
eliminated, as was the accustomed discoloration and 


rancidity on the surface of the product, which had been 
for years considered a necessary evil. 

With the use of certain methods of packaging these 
commodities, disappointment confronts the housewife. 
When opening the package, she finds the top surface 


* Described in the June, 1934, issue of MODERN PACKAGING, 
“‘Vapor-Sealing for Food Products.” 
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Types of vapor vacuum seal caps. A—Combination topseal and | 
screwcap. B—Topseal. C—Whitecap. D—Double shell White- — 
cap. Opposite column: Vapor vacuum sealing unit 


discolored and rancid, which discoloration and ran- 
cidity starts at the surface of the package and work 
their way down through the contents of the container. 
Oftentimes it is necessary to skim off in excess of '/, in. 
of the top surface, to reach the sweet, untainted prod- 
uct as the manufacturer produced it. Many times the 
housewife returns such packages to her dealer, and 
many more times in utter disgust she tries another 
brand, endeavoring to find a commodity in satisfactory 
condition so that she may use it all. 

Vapor vacuum sealing with Whitecaps is said to not 
only convey the advantages of perfect packaging to the 
consumer but to furnish her with an hermetic re-seal, 
so that after the package is opened and a portion of the 
contents removed it can be hermetically re-sealed, 
thus preserving the remainder of the contents of the 
container in good condition until used. 

Several manufacturers, who have used this method 
of sealing, advise that after the period of a year’s opera- 
tion, they have not had a single return of any of their 
packages that have been vapor vacuum sealed. This 
method is said to have many advantages for numerous 
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Successful merchandising is accomplished by 
making one product (or family of products) 
have more Consumer-Appeal than competi- 
tors. 


The redesigning of the Robb-Ross food packages was based 
on carefully studying why consumers bought these products, 
and incorporating these ’’Reasons-Why” into the basic and 
individual package design. 


The Robb-Ross job, from original idea to complete packages, was done by the R-T-G 
Packaging Staff. If your packages lack Consumer-Appeal ask to see examples of 
their work, methods employed and what improvements they suggest. 


THE RICHARDSON-TAYLOR-GLOBE CORPORATION 


CREATORS, DESIGNERS AND MANUFACTURERS OF DISTINCTIVE FOLDING CARTONS 
4508 West Mitchell Avenue : Winton Place . Cincinnati, Ohio 





food products to which it has been applied during the 
past few years. Applicable as it is for vegetables, 
condiments, pickles, olives and preserves, vapor 
vacuum sealing seems also to offer a perfect packaging 
method for mayonnaise and allied products. 


NEW TYPE MILK BOTTLE HOOD 


A universal cover-all milk bottle hood made of pliable 
composition material, which has sufficient resiliency to 
permit it to be stretched over the top of a milk bottle 
and yet stiff enough to cling to the bottle and not come 
off under usage, has been developed by John R. Gam- 
meter, a consulting engineer in the rubber industry. 

Concerning this hood, it is stated that it may be 
applied to the milk bottle directly after the disc is 
applied or it may be used without the disc. It is gas 
tight and milk tight and will not slip off when handled, 
thus protecting the 
entire pouring lip 
of the bottle. It is 
butter-fat proof and 
odorless. 

One of the no- 
table features of this 
cover-all hood is the 
fact that only one 
size is necessary, as 
it will adjust itself 
to fit many sizes 
and shapes of milk 
bottle tops. Also 
it may be _ used 
without first apply- 
ing the paper disc 
now in common use, 
thus enabling the 
bottle manufactur- 
er to eliminate the 
disc seat. Of course, 
this feature is op- 
tional to the user. 
The hood may be 
used either way. 

The bottle hoods 
may be made in 
any color or com- 
bination of two 
colors. They are 
.015 in. thick. Patent claims cover the flexible apron, 
as well as the hoods made in such a manner that they 
may be stacked in tubes. A thousand of the hoods 
make a stack 30 in. high. 

This hood has also been made from Pliofilm, and 
may be applied to the bottles using the same applying 
machine as for the composition hoods. Once the hood 
is applied, it cannot be taken off without destroying it 
and cannot be reapplied, thus making the bottle tamper- 
proof. It is necessary to use the paper disc with the 
Pliofilm cap or hood. It is not necessary, however, to 
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print the Pliofilm cap, in as much as the printed paper 
disc may be read through the transparent material. 

Shown in the accompanying illustration is a bottle 
hood applying machine, with capacity limited only by 
the speed with which bottles may be fed into it. When 
connected to a milk bottle filling machine it will keep 
up with the speed of the filler. 

Mr. Gammeter maintains a laboratory at 680 North 
Portage Path, Akron, Ohio. His engineers are building 
and adjusting capping machines to all makes of filling 
machines and also building automatic printing ma- 
chines, in cooperation with Addressograph-Multigraph 
Corporation. The hoods are printed after they are 
made and may be printed at distributing centers to order, 
One girl can operate as many as six machines and print 
six different designs of any color. Each printing ma- 
chine will print approximately 3000 caps per hour. 
The unprinted caps may be shipped to the distributor 
or large dairy in paperboard tubes (1000 to a tube), 
When they are required they may be printed by placing 
the tube vertically on the printing machine and they are 
fed, printed and placed back into another paper tube 
automatically, ready to be used. This feature will 
eliminate the carrying of a large stock of various 
printed hoods. Only two electrotypes are required for 
each grade or for each different type of lettering. 


NEW BOTTLE WASHER 


A fully automatic high speed bottle washing machine 
for handling large outputs, known as the A W D 
Washer, has just been perfected by the U. S. Bottlers 
Machinery Company. This machine is said to handle 
a large variety of sizes in containers and is particularly 
adapted for handling the larger sized round bottles 














and flask types, from 8 oz. to quarts. With a few 
minor changes it can be adapted to handle a wide 
variety in sizes and shapes of containers. 

Fully automatic in its operation, it is only necessary 
to place the bottles or containers in the feed chutes 
and the feeding mechanism of the machine auto 
matically feeds the bottles into the cups on the flights. 
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larly 
rt tles To solve their individual 


packing problems, three 
different forms of KIMPAK 
are used by Conklin Pen 
Company, Cincinnati Soap 
Company and American 


e 

Thermometer Company 

respectively. I j j a 
REG. U.S. PAT. OFF. & Fi 


OREIGN COUNTRIES 


CREPE WADDING 


ai protects agaimet shipping damage 


- @ Large or small — glass, metal, wood or other ma- KIMPAK is quickly and easily applied without muss or 
terial — there is a form and size of KIMPAK to ade- waste. KIMPAKmeetsall postal regulations. It issurpris- 
quately protect your merchandise against damage or ingly economical to use.Ifyouhavea packing problem by 
breakage in transit. The three on ER am SIE “7 all means investigate the conve- 





















forms illustrated are typical— FREE! 1935 Portfolio of Kimpak nienceand economy of KIMPAK. 
each solves for its nationally- KIMBERLY - CLARK COR- Mail coupon today for FREE 
known user a different packing FORATION, Neenah. Wisconsin. | portfolio of KIMPAK samples. 


few problem. 


aichigen ave cuca sow. | KIMBERLY-CLARK 
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wide KIMPAK comes in sheets | 4 . = 6th St., Los Angeles. | 

: atiany Gentl : 
pads, and rolls of various sizes | ‘Please send us 1935 PORTFOLIO OF KIMPAK. | CORPO RATION 
sary and thickness. It is cotton-soft, : damit | NEENAH, WIS. 
i j ; ; ales C 

we: hs cent Gee ae Sane oe Attention of. | 8 South Michigan Avenue, Chicago 
11t0- me to scratch or mar. Light | | 122 East 42nd Street, New York City 
chts in weight, flexible, resilient, | 510 West Sixth Street, Los Angeles 
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One set of cups handles the entire range of containers. 
The bottles are then conveyed in an inverted position 
to a point directly over the twin water sprays, each 
row of bottles receiving two blasts of water on the 
inside. Outside sprays are also furnished when desired. 

Each progression discharges a row of bottles as well 
as feeding a row of bottles. The bottles are discharged 
onto a specially designed discharge tray in a horizontal 
position. The tray then travels down, making one 
quarter of a turn, setting the bottles upright on an 
even level with the discharge conveyor. Discharge 
fingers push the bottles from the discharge tray onto 
the conveyor belt. 

There is said to be no element of chance involved or 
present in this washing equipment—everything is 
positive. Bottles are handled all the way through 
automatically, starting with the actual feeding into 
the machine and requiring no manual attention what- 
soever during the entire process. 

All shafts are of stainless steel construction and are 
run through ball bearing flanged units. All contact 
points of the washing water are of bronze construction, 
thereby eliminating any possible chance of corrosion 
or rust forming in the pipes and manifold after the 
water has passed through the filter. A water filter 
is provided which insures only clean water going into 
the bottles. Where warm water washing is desired 
it is equipped with a Sylphon water heater, mixing 
chamber and temperature control, so that any desired 
temperature of water can be obtained for washing 
purposes by mixing steam with cold water. 

The machine is equipped with a U. S. Vari-Drive 
which allows the synchronizing of production with 
any other operation in line. Any speed from 40 to 
180 per minute, or even greater is obtainable. The 
drive is equipped with a safety slip clutch, which pro- 
tects the machine and attendant as well, and also with 
a limit switch so that in the event the discharge con- 
veyor is stopped for some reason, the machine will 
discharge a double row onto the conveyor and auto- 
matically shut off the motor, thereby eliminating jams 
and breakage. 


BOTTLE LABELING DEVICE 


A new development in labeling equipment, known as 
the Hy-Speed Stixit, has been introduced by Alsop 
Engineering Corp., 39 W. 60th St., New York. By 
means of this device, it is stated, with one simple mo- 
tion a wet gummed label of any size or shape is thor- 
oughly and permanently fastened to a bottle without 
any wrinkles, unevenness or smearing of gum. 

A flexible rubber belt connects the two protruding 
arms that operate on an enclosed gear arrangement. 
The label is placed on the bottle and the bottle is 
pressed gently on the belt (label downward). As the 
arms lower toward each other the rubber belt is wrapped 
snugly around the bottle pressing the label firmly in all 
spots against the bottle. When the bottle is removed 
the arms return to their original position. 


108 MODERN PACKAGING 


It is claimed that Stixit can be used with any typ 
label paster or gummer. The device saves considerable 
time and labor that is ordinarily wasted in rubbing ag 1 
wiping the labels on the bottles with rags. A clean,” 
neat, finished label job on every package is assured af, 
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increased production speed. The new machine § 
simple, fool-proof, sturdily built and has only two mov 
ing parts. Any one can run it at full speed instantly, n6 
power being required for its operation. ; 


WRAPS GUM ERASERS 


Shown in the accompanying illustration is a Scandia 
machine for wrapping gum erasers of various sizes if 
transparent cellulose at a speed of forty or more pe 
minute. The machine is fully automatic, with roll fee 
for the wrapping material and conveyor feed for 











‘Order for New Subscription 


MODERN PACKAGING: Please enter the following 
New subscription for which I enclose payment: 
$5.00 to cover one year [] $8.00 to cover two years[_] 


This is 
NOT 

an expiration 
notice 


mais 
Raucts Manufactured — 


position (or profession) —— — — __________-_ 


[ADA — $7.00 — One Year FOREIGN — $6.00 — One Year 
12.00 — Two Years : 10.00—Two Years 
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425 FOURTH AVENUE 
NEW YORK, N. Y.. 





























J REASONS FOR 
THIS ENVELOPE 


USING 


Beeause, within the next 
twelve months, Modern Pack- 
aging will bring you over 
twelve hundred pages of per- 
tinent, timely, necessary pack- 
aging information. 


Beeause, every note- 
worthy development in new 
packaging machinery will be 
first covered in Modern Pack- 
aging. 


Beeause, every new style, 
every new material will be 
presented, while it is. still 
news, in Modern Packaging. 


* a * 


Beeause, you will find the 
changes of package or display 
of all your important competi- 
tors first described and pic- 
tured in Modern Packaging. 


* * * 


Beeause, hundreds of pa- 
per, ribbon and foil samples 
will appear as inserts in the 
next twelve issues of Modern 
Packaging. 


* * . 


Beeause, profuse use of 
full color illustrations, showing 
packages in every detail, will 
continue to distinguish the 
pages of Modern Packaging. 


* * * 


Beeause, every new de- 
velopment in packaging, in 
the seething Washington ad- 
ministrative and _ legislative 
mills will be reported by our 
Washington correspondents as 
they occur. 


* * * 


Beeause, invaluable sur- 
veys, exclusive articles and an 
infinitude of other material not 
otherwise available, will put 
you in contact with every im- 
portant merchandising de- 
velopment. 


* * * 


Because, better than 
ninety per cent of all the im- 
portant firms in this country 
who package their products 
hold from one to fifteen sub- 
scriptions. 


* * * 


Beeause, the cost of keep- 
ing in touch with develop- 
ments, of gaining complete 
knowledge of all that is new, 
interesting and important in 
packaging, costs only five dol- 
lars a year. 


CLIP and MAIL 
TODAY 
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packages. Two of these machines have been installed Paper Company, 400 Security Bldg., St. Louis, Mo. 
by Amsco Packaging Machinery, Inc., 122 Centre St., 
New York; one at the plant of the Viscol Company, 
Cambridge, Mass., the other for Stamford Rubber 


Supply Company, Stamford, Conn. 


not short-circuit lights. 


GREASE RESISTANT CARTONS 


Efficient and economical packaging of products with 
a greasy or oily content has always been a problem 
for packers of merchandise of that nature. Inner liners 
and outside wrappers, used to prevent discoloration of 
packages, were considered necessary additions to pack- 
age costs and complicated packaging problems. Fur- 
ther, despite all precautions, ordinary boxboard through 
capillary attraction, absorbed moisture from the prod- 
uct and left it dry and tasteless. 

Large packers of such products with a greasy con- 
tent have adopted Greasene, developed some five years 
ago by the Gardner-Richardson Company, Middletown, 
Ohio. Greasene is a coated carton board that is said 
to be resistant to grease, oil and moisture. It will not 
discolor even when such products as bacon, doughnuts 
and hamburger are packaged in it. Because of its 
coating, the board has no capillary attraction and re- 
tains the natural oils and flavors in the product. It is 
both tasteless and odorless. 

Greasene is said to be adaptable to any type of prod- 
uct and may be applied to any grade of paper boxboard. 
The coating is made in two grades; board and cartons 
can be finished in full color printing, with illustrations 
and trade marks losing none of their sales effectiveness. 


FOR CHRISTMAS DECORATING 


For Christmas tree and other seasonal decoration, 
advantageous use has been made of colored Cellophane 
“icicles,’’ excelsior and in shredded form. The accom- 





panying illustration shows each of these three forms, 
put up in convenient packages, as offered by Brooks 








‘sT let people SEE what’s inside— 
and guarantee ‘NO BREAKAGE” 





That’s the story! 












COLOR? All you want for the eye-appeal that 
invites selection of your product. 
STYLE? Inkeeping with the modern trend toward 
streamlining; slim, trim containers that are as 
practical as they are beautiful. 
UTILITY? They’re built for convenience-in-use; 
they eliminate unnecessary weight; they slip 
handily into cabinets, or pockets or purses— 
they’re labeled-when-made, and they will not 
break! 

Send for Samples. 


HYGIENIC TUBE 
& CONTAINER CO. 


42 Avenue L., Newark, N. J. 
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The material is flame proofed and, it is claimed, will 
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IT’S CLIPLESS! 


the COLTON 
CLOSURE. 














This modern method of sealing and closing collapsible tubes is a marked im- 
provement over the old method of sealing with clips. 









Note the attractive finish given to end of tube by the Colton Crimping Machine. 
Many production expenses are eliminated by this clipless closure—i. e., cost of 
clips, time required to replenish clip rolls—and maintenance expense of automatic 
clipping heads. 


A descriptive folder fully describing the Colton Closure sent on request. 


ARTHUR COLTON CO. 
2600 JEFFERSON AVE., EAST 


DETROIT MICHIGAN 


“You Helped Make 50-GRAND Blended 
Bourbon Whiskey a Winner!” 


Says Bottler After Testing 
New Tablet & Ticket Label 


“We knew of your reputation for creating labels that sell mer- 
chandise,’’ said Mr. Harry Blum, vice president of Philip Blum & 





No. 17. Automatic 
Tube Filling, Closing 
and Crimping Machine 


























i To the left is the 
beautiful Perfect-O- Company. “So when we wanted a forceful and appropriate label 
















f ce i ) mi | se Rs ero age = for our 50-GRAND Blended Bourbon Whiskey we called on you. 

: black on bright The result was that you created a label which did a great deal to 
gold foil, designed 

, and produced for help make 50-Grand a winner. The new label proved successful 









Philip Blum & Co., ‘ r ‘ 
iby Toblet & Ticket from the start. Dealers received it with approval and consumer 















sales mounted. The lustrous gold foil and the cleverly executed Fu 
design told the story of quality contents.”’ : Ss 
Sy 
‘> 






Let Tablet & Ticket show you what Perfect-O-Cut Embossed / 
Metal Foil Labels can do for you. Send the coupon for samples +“. ve 
and descriptions. ¥ 


he TABLET & TICKET CO. 
1019G W. Adams Street, Chicago, III. ve Soe 
Offices in All Principal Cities 
















NMAAKE YOUR 
IDENTITY 
STICK 


by Ad Hesive 


Ad. says: The new folder issued on Star 
Bottle Labeling Glue No. 147 tells how to 
make your label, which is your identity, 
stick to the bottles or jars rather than 
litter up shelves, refrigerators and floors. 


This folder is yours for the asking. 


Star wrapping glue for the paper box trade 
requires no preliminary preparation. It 
can be melted right in the glue pot, pre- 
vents warping and blistering, and, be- 
cause of its high concentration, is very 


economical. 


We have increased our facilities for the 
manufacture of Star Adhesives by taking 
over a factory in Brooklyn, and opening 


an additional factory in Philadelphia. 


The Star line includes 
Adhesives for 
type of packaging work. 
Star Adhesives 
your Identity Stick. 


every 


make 


BINGHAM BROTHERS 
COMPANY 


(Founded 1849) 


Adhesive Manufacturers 


496 PEARL ST., NEW YORK, N. Y. 
ROCHESTER, N. Y. BALTIMORE, MD. 
980 Hudson Ave. 131 Colvin St. 


PHILADELPHIA, PA. 
521 Cherry St., and Emerald & E. Hagert Sts. 


ATLAS GUM & SIZING COMPANY, INC. 
Bush Terminal No. 1, Brooklyn, N. Y. 
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Among present users of Greasene cartons are the fol. | 
National Biscuit, Loose-Wiles, 


lowing companies: 


» 


Kroger Grocery & Baking, Hampton Cracker, Crescent 7 
Cracker, Ward Baking, Richmond Baking, Chatta- i 
nooga Baking, White Castle Hamburger Systems, H. H, j 
| Meyer Packing and others. 


NEW AUGER PACKER 


All moving parts reduced to a minimum; increased — 


efficiency, dependability and economy of operation 
achieved through extreme simplicity; substantial say- 


ings effected through unfailing accuracy, clean fill- 
ing, and speed; smooth and easy in operation; quick, ° 


easy removal of the lower bowl makes cleaning a simple 
task; degree of packing pressure regulated as required; 
dust is eliminated entirely. 

Such are the claims made by the Triangle Package 


_ Machinery Company, 906 N. Spaulding Ave., Chicago, 




















Ill., for its new Triangle auger packer, suitable for use 


| ders and other similar materials in any style of com-_ 
This new machine is one of the leaders of a © 
| complete line of semi and fully automatic packaging 


in the filling of powdered materials such as spices, cocoa, 


baking powder, chemicals, drugs, face and talcum pow- | 


tainer. 


| machinery manufactured by the company. 


| NEW COATING FILMS 


|The Sealkote Corporation has developed a line df 
| solutions for coating, impregnating and laminating 
| paper and cardboards that represents several pre | 
| nounced advantages to the paper trade and labeling 


| The Sealkote Corporation, 40 South Clinton St, 3 
| Chicago, IIll., has recently elected C. Roy Gleasot, — 


president, and R. W. Kenyon, secretary and treasuref. 





le fol- 
Viles, 


scent 


latta- 
H. YW, 














‘and packaging industry. This line of solutions will | 
be put on the market early in the Fall under the name | 


of Sealkote. The company maintains a modern, com- 
pletely equipped laboratory for research, control and 


service. 


New York and Chicago. 

Sealkote is said to produce not only a water, grease, 
and oilproof film, but when desired a film of extremely 
high gloss at a comparatively low cost. Application is 
simple and does not require a new type of expensive 
machinery. All the materials have been developed in 
the Sealkote laboratory which makes a specialty of 


developing coatings and materials to meet actual needs 


of the paper industries. 


The corporation has recently added to its chemical | 
Dr. Lauter 

for many years has been well known for his work in the | 
He has made | 
notable developments in many synthetic resins, such | 


staff Dr. F. Lauter and C. H. Humphries. 
lacquer, resin and plastic industries. 


as phenol formaldehydes, urea formaldehyde com- 
pounds and many others. 


lamps, Stellite, original chromium plating, Udylite 
cadmium plating, colored aluminum and cellulose film 
developments. 


HALF AND HALF BAGS 


A patent (Ne. 2,003,182) has recently been issued to | 


John M. Driver which covers a two-piece bag, com- 
monly termed in the trade Half and Half and sometimes 
called “‘Clearview.’’ Under the patent, half of the bag 


is made of transparent cellulose and other like ma- | 


terials, and the other half of the bag of less transparent 
material. This patent covers all styles of bags made 
to the above specifications: i.e., flat and old style 


square, serrated or straight cutoff, pacquette style, | 
satchel bottom, automatic self-opening or any other | 
Mr. Driver can be reached at 633 Bryant St., | 


type. 
San Francisco, California. 


PLANTS AND PERSONALITIES 
(Continued from page 93) 
Ruth Hooper Larisson and Edna Colladay Pierce 


have formed a partnership which will function on | 
accounts requiring the services of specialists in the | 
toilet preparations field. For the present they are | 
Mrs. Larisson at 244 | 
East 48th St., Miss Pierce at 19 East 37th St., New | 
York. Miss Pierce has specialized particularly in | 


Maintaining separate studios; 


merchandising and contacting store executives in the 


promotion of manufacturers’ products while Mrs. | 
Larisson is widely known as a designer of packages | 


and in the development of merchandising plans. 


Juliet De Hart Kurz, sales manager of The Kurz- 
Kasch Company, plastic molders, Dayton, Ohio, died on 
July 20. Mrs. Kurz, together with her husband, Chris 


The exclusive selling and licensing represent- | 
ative will be Engineering & Licensing Corporation, 


Mr. Humphries is known for | 
his research work in connection with Westinghouse | 





LOTOL—a processed latex 

— is compounded by the 
world's largest producer of 
latex. Its uniform quality is 
controlled from rubber tree to 
final compounding. 


The packaging field has taken to *LOTOL just as *LOTOL 
has takento the treatment of paper and sealing of packages! 

Indeed, here the uses of *LOTOL are manifold... it 
greatly increases paper strength. It makes packages more 
resistant to wear, to moisture. 

And *LOTOL has proved to be superior as a sealing ma- 
terial. Unlike glue, it sets quickly, is impervious to temper- 
ature changes, is unaffected by water. It makes a permanent 
seal impossible to open without destruction of the package. 

*LOTOL— its application to the betterment of your prod- 
ucts, is well worth your most serious consideration. Any 
reasonable quantity necessary for test purposes will be sup- 
plied without charge or obligation. For certain instances 
where natural Latex is used, we are in position to supply 
all types. Simply write in describing thoroughly your prob- 
lem anda container of *LOTOL will be sent you at once. 


wremreennnm mcreresemy 


LOTOL 


~NAUGATUCK . 
CHEMICAL 


Division of United States 
1790 Broadway 


Rubber Products, Inc. 
New York, N.Y. 
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The New “Cinati Junior” 
Vacuum Filling Machine 


HIS latest addition to the Kiefer Line of 
Vacuum Filling Machines has already proven 
very popular. It is being used for products such 
as castor oil, turpentine, shampoo—fills light and 
heavy products of all kinds—neatly! accurately ! 

















An Excellent Machine for a Pro- 
duction of 25 to 50 Gross a Day 


Handles a variety of small bottles or cans. 
Changed in a couple of minutes for different sizes. 
Quickly cleaned. Finely made. Easy to operate. 





Shipped complete ready to operate. 


Write for full details 


THE KARL KIEFER MACHINE CO. 



































Cincinnati 
aageneen A. J. St M. C. Fin: T. C. Kelly C. S. du Mont 
a0 ro} ia St. 225 Broadway, ee. 1209 10 High St. 222 W. po ll St. Windsor House, Victoria St. 
San Francisco New York City Boston Chicago, Ill. London, England 
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for aid in your Adhesive problems, no matter what 
they may be. For the Upaco Laboratories possess 
hundreds of formulae, at least one of which was 
probably developed to solve a problem identical to 
your own, and Upaco Research Engineers stand 
always ready to develop a new formula should a new 
problem present itself. 
Upaco Adhesives are the finest these engineers can 
turn out. They are today meeting the exacting re- 
quirements of hundreds of box and carton plants and 
\ packagers everywhere. 
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A. Kurz, Jr., started in the molding business in 1916 
under the firm name of The Dayton Insulating Die 
Company. In 1921 Henry J. Kasch became associated 
with the company, at which time the present firm name 
was adopted. 

Mrs. Kurz was a member of the Methodist Episcopal 
Church and of the Daughters of the American Revolu- 
tion. Besides her husband, she is survived by a daugh- 
ter, Ruth Mary; ason, John; her mother and a brother, 
poth of Lafayette, Ind. 


About seventy-five members of the Plastic Indus- 
try attended a meeting at Buckwood Inn, Shawnee on 
Delaware, Pa., July 30 and 31, which was called by 
Gordon Brown, sales manager of Bakelite Corpora- 
tion. No business sessions of any sort were at- 
tempted. Golf was the main attraction with nearly 
fifty of those attending competing for prizes. All 
branches of the industry were well represented by 
molders and material suppliers from both the East 
and the Middle West. 

Prizes were awarded at the banquet on Wednesday 
evening and three committees were appointed to per- 
petuate the golf competition in each district: William 
L. Kelly, Chicago Molded Products Company, was 
appointed chairman of the Western division; George 
Scribner, Boonton Molding Company, for the Central 
division, and G. W. Sammet, Northern Industrial 
Chemical Company, for the New England division. 
A final play of all three divisions will be held some time 
in September, probably in Toledo. 


Continental Can Company, Inc., reports for the 
twelve months ended June 30, 1935, net earnings of 
$10,465,258 after all charges, including depreciation 
and deduction of estimated Federal income tax. 
These earnings, which are equivalent to $3.93 a share 
n 2,665,191 shares of $20 par value common stock 
outstanding, compare with similar net earnings of 
$9,059,662 or $3.40 a share earned in the correspond- 
ing twelve months’ period ending June 30, 1934. 
The report shows income for the twelve months to 
June 30, 1935, as $15,100,749 before the deduction of 
$2,524,510 for depreciation and $2,110,980 for esti- 
mated federal tax. After deducting these items, net 
of $10,465,258 was available for the common stock. 


Container Corporation of America reports that its 
consolidated net earnings for the first half of 1935 
amounting to $432,145 compare with $598,858 for the 
first half of last year; in each case after interest, 


Federal income tax, depreciation and reserves for | 


doubtful accounts and year-end adjustments. Total 
depreciation was $569,397 or $77,276 higher than for 
the same period of 1934; of this increased amount, 
$24,254 applies to newly acquired properties. 

As of June 30, 1935, current assets totaled $4,601,- 
688, including $1,020,064 cash, and current liabilities 
totaled $1,503,694, including current maturities of 
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Holiday and year round merchandise 
will be wrapped by 


The Miller Wheranvias Machine 


this season than ever before « « 


» » » that more 


' ¥g 


Reason—Miller Machines meet the changing demands of busy 


wrapping rooms. On any day you can wrap a vari- 
5 ety of merchandise because in five minutes or less 
Minute you can adjust the Miller without interchange of 


Adjustment parts to handle packages from 2% inches to 17 


inches in length, 1 to 7 inches in width and 14 to 314 
inches in height. Packages larger or smaller han- 
dled at slightly higher cost. Price of this equipment 
with or without Miller Sheeting Attachment is sur- 
prisingly modest. Get ready to handle your Holi- 
day rush on time and without strain. Let us tell 
you how. 





MILLER WRAPPING & 
SEALING MACHINECO. 


14 S. CLINTON STREET. CHICAGO 
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30 DAYS TRIAL 


Let us install in your plant this new TRIANGLE Auger Packer. 
See the features which make this machine the outstanding value 
in Packers. Quick and simple adjustment ... removable feed 
bowl... simplified power clutch. ..automatic brake... safety 
kick out control... , etc. 

And operation! Hairline accuracy in weighing. 15 to 40 packages 
per minute. One ounce to 5 pounds. . . complete flexibility of 
sizes, type of container or material. 

Will handle powdered materials such as spices, cocoa, baking pow- 
der, chemicals, drugs, face and talcum powders... these and a 
host of other similar materials. 
You can’t afford to continue 
TRIANGLE Auger Packer. 


without this ultra-modern 


Try it for 30 days! Take this opportunity to convince yourself. 


Write to-day for full details. 


TRIANGLE 


PACKAGE MACHINERY CO. 


907 N. Spaulding Ave., Chicago, Ill. 


50 Church St., New York, N. Y. 
316 Clay St., San Francisco, Calif. 
Box 1235, Atlanta, Ga. 
Foreign Office: 44 Whitehall St., N. Y. C. 
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bonds and federal income tax. Fixed asset improves 
ments made during the six months aggregated $388, 4 
661. In addition, new property acquisitions amounteg 
to $534,790 for which purchase money obligations 
were incurred which at June 30 totaled $396,489, 
Funded debt was decreased by $80,000 par value. 


KIMBLE’S NEW PLANT COMPLETED 


A new tube drawing plant for the Kimble Glass Com: 
pany, Vineland, N. J., is now complete and ready for op. 
eration. This new unit is a most modern type of indugs 
trial plant and consists of a steel frame main furnagg! 
building 13 ft. X 1000 ft., which provides space for 
three producer gas fired melting tanks that can servicg! 
8 Danner machines, and a three story steel and brick 
warehouse building 132 ft. x 140 ft. This building 
directly in line and adjacent to the furnace building. 

The basement under the warehouse will be used for 
the storage of rod. The ground floor will be used for 
the tube drawing operation and the second and third” 
floors for the storage of tube. This gives adequate fur-] 
nace capacity and excellent storage facilities just ad- 
jacent to the tube drawing operation. The building ig. 
fire-proof and is equipped with elevator service. 4 

Combining the opening of its new tube drawing unit” 
with a strictly ‘family’ social affair, the company held 
a unique function on the eve of July 4. The affair wasa 
reception and ball given by Herman K. Kimble, vice 
president and general manager, in honor of his father, ¥ 
Colonel Evan E. Kimble, the founder and president. 

The new three story building in which the unit is) 
housed was transformed into a veritable garden of) 
rather two gardens. The second and third floors with 
their immense floor space were decorated with hun) 
dreds of evergreen trees and thousands of flags. On the 
first floor the first of three tube drawing units was oper=" 
ating and open to the inspection of the guests—over five” 
thousand—consisting of the 1500 employees and theif’ 
families and friends. On the second floor an audi-) 
torium was temporarily constructed with a stage and) 
chairs for everybody. Here a splendid concert was pro 
vided. The Kimco Club band, and many of the tak? 
ented employees gave concert and vaudeville numbers.) 
On the third floor a 20-piece orchestra provided dance" 
music until the early hours of the morning. During the) 
evening splendid refreshments were served. As the 
throngs entered the building they were welcomed by the™ 
company executives and officers of the Kimco Club. 7 


N the July issue, page 68, was described the Scandia 
all-rotary automatic wrapping machine. It was) 
stated that speeds from 30 to 40 per minute were ob-) 
tainable. However, Amsco Packaging Machinery, 
Inc., distributors of these machines, advises that 
speeds up to 175 per minute are obtainable from ma- 
chines of this type which are now being built. : 











"THREE MONOGRAPHS ON COLORS | 


(Continued from page 96) presentation is an asset that | 


' all text-book printers should behold. The volume | 
ends with a short description of the responsibility of | 


the vehicle in color. 


Volume II (Color as Light) is the same simple inter- | 


pretation of color in its physical phases. Its opening | 
page contains a reproduction of the visible color spec- | 
trum. It is easily the outstanding pictorial piece of | 
the monograph and as a printing achievement is like- 
wise remarkable. No screen mars the gradual inter- 


pretation of violet, blue, green, yellow, orange, and red | 


through all inter-related phases. It is one of the finest 
pieces of color printing this reviewer has ever seen. 
Light is dissected, again with the graphic treatment and 
simple text referred to in the preceding section. | 

The pictures that show why red glass lets only red | 
light througa, and what light yellow, green, blue and 
purple glass allow to pass are somehow a bit clearer 
than previous presentations. Then the corresponding 
transmission curves follow intelligibly. Even as slight 
compositional changes alter the chemical conception of | 
color, so slight particle size changes alter the physical | 
conception. | 
panies a legible text. The environment of color—an- 
other physical value—is surprisingly shown. 


“The application of chemistry to color problems has | 


resulted in an ever-increasing wealth of materials with 
which the user of color has superbly developed the arts. 
Progress has been somewhat retarded by artists. 
have not always spoken the same language. 


method of musical notation. 
“The application of physics to the study of color is still 


in its infancy, but already it promises a color language | 
upon whick both the chemist and the user of color can | 


agree. With the general adoption of such a language 


we may expect the elimination of ambiguity in color | 
terminology, a freer interchange of color knowledge | 


and a more effective use of color.”’ 


Volume III (Color in Use, 18 pages text and decora- | 


tive illustration, 12 full pages illustrations) is best de- 
scribed as undogmatic. 
cussed. The first page is worth quoting in its entirety. 


“The user of color, the artist and designer, is es- | 
To illus- | 
trate what is meant by sensation let us try to answer | 
Is there any color on an | 


pecially interested in color as a sensation. 


the hypothetical question: 
uninhabited island? 


“The chemist, thinking of the natural pigments in the | 
rocks or the chemical composition of the vegetation | 


would reply, ‘Yes,’ and he would be right because 

color to him is a material thing, definable chemically, | 
which exists even if there is no observer. The physi- | 
cist, thinking of the rainbow, in the mist or the light | 
 teflected from thousands of differing surfaces would re- | 
ply, ‘Yes.’ He would also be right because color to | 
the physicist is a phenomenon of light, and light waves | 


Again a graphic demonstration accom- | 


They | 
It has | 
been difficult to describe a color just as it was to de- | 
scribe a piece of music before the adoption of a standard | 


Color relationships are dis- | 





IN addition to its many structural advantages, Lusteroid has con- 
sistently solved unusual packaging problems in unusual ways. Take, 
for example, the new Nestle Shampoo Tint unit. The Nestle-Le Mur 
Company, confronted by a perplexing ‘‘what-to-do”’ with the three 
tablets illustrated, placed them in a Lusteroid cap which fits over the 
regular bottle closure. RESULT: A smarter-looking, eye-appeal, 
sales-making package—and a practical one, too! 


Use Lusteroid on your next package job. It's strong, tough, 
unbreakable and light in weight. Its smooth, grainless surface is 
adaptable to cylindrical shapes and many sizes and accepts fine 
printing in transparent or opaque colors. 


Please feel free to consult with us. Our merchandising and 
creative department will help you develop equally unique, equally 
successful solutions to your packaging problems. 








LUSTE 


CONTAINER COMPANY, INC. . 








Formerly Lusteroid Division of 
THE SILLCOCKS-MILLER COMPANY 


10 PARKER AVENUE, WEST 
SOUTH ORANGE e NEW JERSEY 
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FERDINAND 
BUEDINGEN 


THE REAL STORY of the quality, ability and ser- 
vice of Ferdinand Buedingen Company’s boxes is best 
told in the boxes themselves. Beginning with fine, au- 
thoritative design and continuing through the necessary 
steps of material selection, workmanship and prompt 
delivery, the story has been told for nearly half a cen- 
tury in realistic terms to exacting buyers everywhere. 
You will find the practical story of Ferdinand Buedin- 
gen Box quality, service and ability extremely fasci- 
nating and profitable. Let us begin the first chapter by 
putting our designing staff at your disposal now. 
Your inquiry involves no obligation. Write today. 


FERDINAND 
BUEDINGEN 
COMPANY 


INCORPORATED 
ROCHESTER - - - NEW YORK 
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exist independently of observers. Most of us might 
reply, ‘No,’ because color to the vast majority is some- 
thing seen, a sensation in the brain, which presupposes 
an observer. 

“To some extent, however, the user of color must 
acknowledge all three viewpoints—the chemical, the 
physical and the psychological. He should know some- 
thing about the materials which the chemist employs 
and the processes by which they are synthesized to 
obtain the proper color. He will want to know whether 
the pigments are permanent to the degree which suits 
his purpose and whether or not they have been com- 
bined with vehicles which will permit them to work 
satisfactorily in each step of his problem—his sketch, 
his finished drawing, photograph or painting, and finally 
in the reproduction of his work in any of the graphic 
processes or its manufacture on a mass production 
scale with the necessary industrial finishes. 

“The designer should be familiar with the physical 
laws by which color behaves as light, the precise meas- 
urement of color, and its appearance under standard- 
ized conditions. 

“In addition to this the designer and user of color 
must be able to anticipate the often surprising action 
of color as the eye sees it, which is loosely called ‘the 
psychology of color.’ He must realize that a color 
which satisfies the chemist’s and the physicist’s stand- 
ards may not be satisfactory as the eye sees it either for 
the purpose for which it must be used, or in the manner 
in which it is to be used. 

“Obviously, a discussion of color would be futile 
without a language by which color may be accurately 
described.” 

A brief description of Munsell three dimensional color 
terminology follows. Also follows a warning against 
the overstressed and false theory of color balance re- 
sulting in neutral greys. The authors are partial to no 
theories. Complementary hues, triads, ratio of color 
areas are all discussed, and discussed with a wholly 
scientific outlook as to their use. As a closing text 
note and an introduction to twelve pages of examples of 
color relationships another quotation serves well. 

“It is here that stimulation from worthy sources 
comes strongly, though often unconsciously, into play. 
Cold methods of analysis fail to explain the pleasure 
with which we observe the great gifts of color displayed 
in the graphic arts and in nature. Subtle color varia- 
tions and their association with circumstances and 
experiences of enjoyment and delight enrich our appre- 
ciation of the sensation of color in a way which no mere 
optical demonstration of chromatic phenomena caf 
justify. 

“The sketches on the succeeding pages should be ap- 
proached in this creative spirit, translating the rules 
rather freely, and supplementing the ideas suggested 
by them with original experiments to the end that the 
use of color may suit its purpose more effectively.”’ 

If a disappointing note may be inserted, it concerns 
these illustrations. Rudolph Ruzika admirably ex- 
presses his point in most cases. Yet the sensation of 
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grayness pervades the whole. Here too, though the | 


| 
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printed execution is good, it is not as good as in his deco- 
rative and analytical illustrations. As stressed re- 
peatedly, color can be judged only in conjunction with 
other color. The volumes are superlative work—what 
seems a flaw here, might be almost perfection elsewhere. 

The books are basic. Here color has no particular ax 
to grind. But to all industry—to packaging, molding, 
printing, painting, building, decoration—this volume is 
an answer. It will tell you personally the things you'd 
like to know about color in general. With this knowl- 
edge you will apply better perception of color to your 
color problem in particular. 

Even to the red book that cases the three volumes it is 
an achievement. It can be compared to an exhibit of 
the world’s best printing assembled by R. R. Donnelly 
under the supervision of William Kittredge. Not only 
the superlative but the ingenious. For the exhibit 
could be visited in an hour and completely seen—or for 
days—and completely diagnosed. These books can be 
profitably enjoyed—even at a cost of $10.00—in an 
evening; profitably used for years. We venture “‘for 
years,’’ because they’ve outstripped all predecessors and 
left a worthy mark for successors to shoot at. 


“WOOD, LUMBER AND TIMBERS 


Chemical Publishing Co. of N. Y., Inc. ($3.00) 


Dedicated to ‘‘those who select, purchase and use 
commodities,’’ it would seem that the book ‘‘Wood, 
Lumber and Timbers’’ is intended to perform a most 
comprehensive function. And that is exactly what it 
does. For within its 521 pages is included a wealth 
of data and information, covering the subject in minute 
detail from a chemical, physical, biological and com- 
mercial viewpoint. 

To one who has not made an intimate study of 
woods, the book is a revelation in suggestive possibili- 
ties; to the experienced, it offers a complete compen- 
dium, well arranged for reference purposes. From the 
preface is quoted: ‘‘Wood is one of our most important 
materials, yet it is not understood and appreciated by 
many. It has played a vital part in the industrial 
progress of this country. Each day valuable informa- 
tion is produced regarding its properties and possible 
uses. This volume on wood has been developed to 
furnish consumers and fabricators of wood and allied 
products with data which will assist them in the sim- 
plification of lumber purchasing. The publication is 
Not technical in any sense of the word. It is not in- 
tended as a manual, but simply as a guide in pointing 
out the ‘high lights’ regarding some of the important 
fundamental properties of wood. Ample references 
have been included which can be consulted for addi- 
tional information.” 

The author and editor of this volume is Phillips A. 
| Hayward, Bachelor of Science in Forestry and Master 


Combination Packer, Weigher and 
Time Filler. . . Fill Various Sizes of 
Powdered Products 
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Linomatic packer-weighers are available in both 
single and double station models, for filling all types 
of food, chemical and insecticide powders. The 
model shown has a capacity up to two pounds and 
provides a production, with only one operator of as 
high as fourteen thousand packages per eight hour 
day. The machine is equipped with a supply hopper 
for single story operation and augers and feed-spouts 
can be instantly changed, for different sizes, without 
tools. 

This and other Linomatic machines represent the 
very latest developments in high speed, accurate, 
dustless, filling. Write for full information about the 
entire Linomatic line. We are at your service for 
discussion of your packaging problems, without obli- 
gation. 


New 


LINOMATIC PACKER - WEIGHER 


FRANKLIN STEEL WorRKS 


PACKAGING MACHINERY DIVISION 
NEW YORK OFFICE, 50 CHURCH ST. JOLIET (Rockdale), ILLINOIS 
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| of Science in Wood Technology. Mr. Hayward’s ex. 
| perience has combined theory and practice. He owned 
| and operated a lumber mill for several years, acted as 
| wood preservation specialist to the Chicago, Burling. 
| ton & Quincy Railroad, served as a lumber inspector, 
was instructor in wood utilization at the New York 
| College of Forestry, and for two years was a hardwood 
| lumber and log buyer. At present he is the wood util- 
| zation counselor of the National Committee on Wood 
| Utilization, U. S. Department of Commerce. 

| “‘Wood, Lumber and Timbers’ is published by W, L, 
| Chandler, New York, as Chandler Cyclopedia, Vol. 1. 
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De | SELLING THROUGH THE WINDOW 
BL Rov The Studio Publications, Inc., New York ($7.50) 































A definite contribution to merchandising literature 


<\" \ie has been made in the book “Selling Through the Win- 

S \onsre dow.” In his introduction, Harry Trethowan says, 
@ ‘“ Re ieeey, : 

wh vv yi py \on | “Shopkeeping is no more a dull necessity whereby man 

\\S w ano» orn y | and woman may earn a livelihood. It need have no 

at nee cor? yers® dull interludes. Always on tip-toe, every day brings 

SS pro’ ne the privilege of touching other lives and planning to 

WAL pane supply their every need. Shops and stores are no 

ew BF longer drab, dark and heavy smelling merchandise 

New York warehouses. They are gay, intimate little salons or 

Chicago gleaming palaces of fashion and fabric.’’ Which, in 


Portland, Ore. | effect, establishes the purpose of the book—to show 

how the shop window can be a vital selling medium. 

One may theorize on what and how to do in order 

| that window display may be effective, but Mr. Tre- 

thowan and his fellow contributors—and the list in- 

cludes those of Blue Book ratings—offer examples of 

| constructive worth in outlining plans for the selling, via 

the window, of various merchandise. And the illus- 

| trations, well chosen and handsomely reproduced, add 

to the effectiveness of the material appearing on the 

| text pages. In all, an easily read book, well arranged 
and of consequence to the field it serves. 





CAP those 
leaking profits! 


SAVE TIME - SAVE MONEY 
















yt PORTABLE | MORE STOCK MOLDS AVAILABLE 


ELECTRIC SCREW CAPPER | There is increasing opportunity for the product 


ANY CAP manufacturer, desiring and finding it advisable to make 

ANY CONTAINER use of molded plastic containers, to avail himself of 
PERFECT SEALING! stock molds which are being carried, to a greater extent 
UNIFORM, AIR- _ than formerly, by custom molders as regular items. 


TIGHT, LEAK-PROOF As supplementary to these, there are also obtainable 


VIALS, BOTTLES, | certain molds which are the property of customers but 
JUGS, JARS | may be used on a royalty basis by others in non-com- 
USERS ARE CONVINCED petitive lines. Thus, a handicap caused by the ex 
A FREE TRIAL WILL | pense involved in the making of molds has, for many 
CONVINCE YOU, too | practical purposes, been eliminated. 
Write for details | Ina previous issue,* MODERN PACKAGING included 4 


list of companies who maintain stock mold libraries and 
supply items from such molds. Since then this list has 
6% C i E fal T i é i C | been extended to include practically all of the estab- 


FILTER COMPANY | lished molders. 
5 Franklin Sq. - New York, N. Y. : * August, 1934; page 65 and sequence. 


Jobbers & Agents: Some Territories 
Available 
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GOTHAM FINESSES 


(Continued from page 73) which grade of Gotham 
hosiery and which color is best suited to each type of 
costume for daytime, sports and evening wear. 

‘“‘We try to show the dealer how he can make use of 
our own experience in packaging and display,’ says 
Miss Hill. “‘We pass on the information obtained 
through our own experience and in this way encourage 
retailers to promote hosiery as giftwares, not only as 
seasonal items but as everyday gifts for birthday re- 
membrances and similar occasions. We find that re- 
tailers have confidence in our suggestions because 
they have been tried and proved in our own shops, 
and make quite general use of them. 

“At the present time, under present circumstances, it 
would be impossible to pack our hosiery in individual 
gift boxes without materially increasing the price, yet 
since additional business can be built through this 
method of packaging, we feel that our effort in helping 
the retailer with suggestions is proving very much 
worth while.” 


AX EW product, known as Linol, which is said to 
be impervious to grease and oils and intended for 
use as a liner or wrapper for non-edible products of a 
greasy or oily nature, has been developed for General 
Products Corporation, Security Building, Minneapolis, 
Minn. It is said to be especially suitable for use in 
manufacturing fibre containers for lubricating oils and 
greases or bags which are to contain oily commodities. 

Linol can be supplied in various weights and will be 
available soon in widths up to 48 in. although present 
equipment limits the maximum width to 12 in. It is 
extremely flexible and capable of standing an unusual 
amount of bending and flexing without cracking. It is 
said to retain its pliability for an indefinite period. 


PACKAGING FANCY 
FLORIDA FRUITS 


(Continued from page 71) that they may safely be re- 
moved and the inner sections separated and eaten with 
the fingers, were dubbed ‘‘kidglove oranges’ by the 
winter visitors and were first sent to Florida, it is told, 
by the King of Siam to the Spanish monks of probably 
some monasteries near New Smyrna. From these have 
been developed many fine variations. 

Some thirty years or so ago, scientists took up the 
native shaddock, with its huge fruits, sometimes as 
great as thirty-six inches in circumference, and of bitter 
flavor, and from them have developed the present de- 
lectable, healthy, if splashy, grapefruit. And from the 
great canary-colored grapefruit, and the deeply colored 
tangerine Nature has produced the unique tangelo, hav- 
ing a tender, juicy pulp of its own characteristic pleasing 
flavor, and with curious brown, warty excrescenses upon 
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@ MOLDED PLASTICS BRING 
THE SHAVING MUG UP TO DATE 


The F. W. Fitch Company’s handy new shaving mug 
molded of Durez, dispenses just the correct amount of 
shaving cream without waste. It does away with the 
use of unsanitary cake soap. But most important of 
all, it sells Fitch’s Shaving Cream. 


Perhaps, through the use of plastics, your product can 
be given fresh sales appeal. This organization offers 
unequalled facilities for the development of the Loa 
idea, and the production of the molded articles. <<" €% 
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2142 Walnut Street Chicago, Illinois 






Little Laughter 
Now and Then 


Some comic has dubbed 
this fellow the “Cock- 
He’s the 


thing 


eyed King.” 
only cockeyed 
around the place. 


Our designers see 
straight through to suc- 
cessful packaging. Letus 
focus a good idea on 
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NATIONAL COLLAPSIBLE TUBE CO. 
PROVIDENCE, R. I. 
New York Office: 331 Madison Ave., Tel. Murray Hill 2-0339 


CHICAGO: Cc. J. EICHMAN CO., 355 W. ONTARIO ST., TEL. SUPERIOR 7939 
DETROIT: J. P. GIROUX CO., 2970 W. GRAND BLVD., TEL. MADISON 5727 


REPRESENTATIVES IN OTHER PRINCIPAL CITIES 
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LION 
BRAND 


ADHESIVES 


STRENGTH * DURABILITY x QUALITY 


ELLOPHANE GLUES FOR EVERY 
TYPE 


PLAIN CELLOPHANE 
MOISTURE-PROOF CELLOPHANE 
SYLPHRAP 

KODAPAK 

PROTECTOID 


ARTON GLUES FOR EVERY TYPE 
OF AUTOMATIC MACHINE 

JOHNSON AUTOMATIC 

PNEUMATIC SCALE 

J. L. FERGUSON 

STOKES & SMITH 

REDINGTON SEALER 

BRIGHTWOOD MACHINE and all 


other sealing makes 


Let us consult with you on any and every problem of glue 
Our Technical Department is at your 


and adhesives. 
service. Samples—of course. 


MANHATTAN PASTE & GLUE CO., Inc. 
382 SECOND AVE., NEW YORK 


Philadelphia—Chicago—Buenos Aires 
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its yellow rind which mark its own individuality. Scien- 


| tists have produced some six variations of this new iruit. 


| history. 
| and grafted in great quantities upon lemon rootstock in 


The now famous Temple orange has its own unique 
Originally a sport of Nature, it was cultivated 


Western Florida, with disastrous results. Plantings on 
the ridge section of the interior succeeded little better; 


| but when planted along the Indian River in East 


Florida and upon rootstock of wild orange, the Temple 
orange came into its own. Of a beautifully clear dark 
red-orange, thin skin, and a strawberry flavor, this 


| orange is now highly popular. 


Only seven years ago the O’Neal Company noticed 


| this new orange and circularized their then large clien- 


tele to merchandise this delicious new orange. 


| somewhat similar progress. 





| 


The progress of by-products of citrus fruits has hada 
First, orange marmalade 
was the only by-product; now the company’s list in- 
cludes tangerine and grapefruit marmalades; preserved 
kumquats; preserved figs; orange blossom honey; 
Tupelo honey; guava jelly and other mixtures, each in 
its glass jar with a green and gold label. 

The Or-Blos line of orange blossom fragrant toilet 
goods is featured by the company in perfumes, powders 
and toilet water. The perfumes are packaged in modern 
containers, being small, squat, amusing animal shaped 
bottles of crystal, while the powder is boxed in attractive 
boxes of orange. 

Crystallized fruits and peel is another attractive by- 
product, the most difficult to produce, from the stand- 
point of labor and time, as it requires a deal of re- 
dipping by hand, etc. In the packaging of these prod- 
ucts there seems to be no limitation to the elaboration 
and variety of design in their arrangement. Each 
sugared morsel is placed in a paper cup of richest color- 
ing; the fruits themselves are of rich color; tiny, entire 
kumquats edge pale yellow bits of sugared grapefruit; 
vari-toned orange, tangerine, and tangelo confections, 
topped, perhaps with out-sized pecan kernels, complete 
the lower level, and each package is topped with realistic 
appearing orange “‘blossoms’’ and “‘leaves,”’ the latter 
being strips of grapefruit peel, colored with vegetable 
green, cut to shape of orange leaves, and the ‘“‘blos- 
soms”’ being the inner, white portion of orange peel, 
crystallized, and touched at the base of the petals with 


| green, as in nature, and with the center of golden yellow. 


The crystallized fruits are packed in dark green boxes, 
in half pounds to five pound packages, and covered with 
transparent cellulose. Fruit juices are sold over the 
counter in green or white containers, and kept in strict- 


| est sanitary condition. 


If one could peek into the shop of the O’Neals back in 
1874 a plain, unadorned room would been seen, with 
sturdy, handmade tables and chairs and quaintly let- 


| tered signs. Lamps and stoves furnished light and heat. 
| Today the well-lighted shop has a definite color scheme 


of orange and leaf-green. The same old tables, now 
orange color, serve as desks on which to address the tags 
and write the cards for giftboxes, or to hold displays of 
the several by-products. The same old quaintly let- 
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tered sign admonishes customers not to handle fruit 
because “It injures it,”’ and the same curiosity of custo- 
mers still causes them to soundly thumb the fruit from 
time to time. 

Walking into the shop today the first sensory atten- 
tion would be response to the gorgeous masses of color 
of the fruits themselves; the harmonious, and oft re- 
peated rhythms of the arrangements of color; the va- 
rious shades of color from the canary yellow of the grape- 
fruits to the oranges, the red-oranges and deeper tones 
of tangerines and kumquats, the silvers and golds of the 
foils mingled among the packed fruits in the gift boxes. 
All the sunshine colors, enhanced, sometimes, by the 
brilliant sunshine upon them, in window display. 

Electric lights concealed behind the displays of jams, 
honeys, etc., bring out other orange, amber and yellow 
hues. Mingled with the fruits in the gift boxes are the 
largest and tenderest of paper-shell pecans, and now 
and then a cocoanut in its triangular husk. 

The second sensory reaction would be the response to 
odor. Besides the appetizing and tangy odor from the 
various fruits themselves, orange blossom perfume is 
daily sprayed about the store, until the customer gets 
the general effect of being in an orange grove in bloom. 

The third reaction would doubtlessly be to study the 
contents of the gift boxes, both large and small. Per- 
haps, in the large boxes, it may be only the absolute per- 
fection of the choice and arrangement of the fruit itself: 
its large size; smooth texture; cleanliness, exact grad- 
ing as to size, color and texture, and exact symmetry in 
its placement. 

Some boxes have its fruit set off by carefully wrapped 
paper, making cups in which each globule rests. Or the 
tissue may stand out in sharp points around each fruit. 
Or interest may be gained by a play in color; the sharp 
contrasts of gold, green, red and silver; or the contrast 
of form and color both, as in an arrangement of grape- 
fruit of size ‘‘24’s’’ with sprays of kumquat fruit and 
leaves upon them. Canary-colored grapefruit with 
smooth, clear skin; red-orange, grainy, tiny, oval kum- 
quats; the crinkly King orange; the tangelo with its 
warty hide; the deep red Temple orange; striped 
Schley pecans, green citrus leaves, the delicate texture 
and dainty pastel lavenders, greens and bluish grays of 
Spanish moss, the ruby packages of guava jelly, and 
other materials compose an alphabet with which to 
build an unlimited variety of poems in color and texture. 

Black and white portraits can but poorly portray the 
beauty of citrus fruits; only an excellent painting in 
color, or the actual sight, can convey the beauty of their 
coloring and textures. But the appeal of the O’Neal 
gift package is both artistic and appetizing; these to- 
gether with the gift idea has built up the excellent 
market they now enjoy. 

When the consumer unit is at once the shipping pack- 
age, it is evident that artistry must largely be confined 
to the arrangement and selection of the goods them- 
selves. Especially is this true with such heavy goods as 
fruit. But instead of the original crude crates, the fruit 
is now sent out in attractive crates of whitest gum wood, 
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SAVE TIME—SAVE TAPE 
DO A BETTER FASTER JOB 
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with the IMPROVED LINK 
GUMMED TAPE DISPENSER 


Three to forty-eight inches, or any length, 
of perfectly moistened tape at a turn of 


$99 50 
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proof machine. For 2, 21% or 3 inch 
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tape rolls. 


no buckling of tape. Guaranteed for two years against defects. 
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very smooth and attractive, while still maintaining the 
necessary strength for long distance shipments. 

The by-products of citrus fruits lend themselves toa 
fancier packaging, although here, too, the artistic 
arrangement of the goods has been highly cultivated, 
shown plainly in the close-up of confection packaging, 
but lacking the allure of color. 

Calculated to make the mouth water, are the large 
gift-boxes which contain a little of all the many citrus 
products, and which must be highly acceptable to 
northern-limited recipients. These contain a mixture 
of all citrus fruits, nuts, preserves, marmalades, crystal- 
lized fruits, fruitcake, orange blossom perfume, or other 
toiletries and perhaps a mammy doll or husked cocoa- 
nut for the “‘comic relief.”’ 

And instead of the laborious, slow trek to the dock, as 
in 1874, anyone in the office may talk into the magic 
telephone, an expressman suddenly (?) appears, the 
goods are whisked away to points all over the world 
with no further effort of the O'Neal company. More 
than two-thirds of the business is in gift boxes. Changes 
are continuously made with every improvement in fruit 
or customer demand and, because of this policy, and the 
artistic use of the natural beauty of its products as sales 
allure the company has enjoyed a continued satisfac- 
tory bulk of business with no cutting of prices during the 
depression, carefully maintaining in every way the high 
quality of its gift boxes. 


USE BLACK TO SELL COLOR 


(Continued from page 67) C. W. Knouff, manager of 
the Educational Department: “I am glad to be able to 
report the fact that without exception this new Crayo- 
nex box has met with highest acclaim. This is the 
more surprising when we recall the hesitation that we 
had in putting these boxes on the market, it being such 
a departure from anything in this field prior thereto. 
We were so cautious that we made a first run of only 
25,000 boxes. We sent out samples from this first 
run of 25,000 and the first city in which a sample was 
shown was one where they had under consideration 
just at that time, the sending for samples from various 
companies in connection with determining what colored 
drawing crayon they would use the next year. When 
our representative showed this restyled Crayonex box, 
the art teachers making up the committee to determine 
what crayon would be used the following year, said 
immediately that if we would furnish our Crayonex in 
that box they would not look further, but would have 
their orders placed immediately. The entire 25,000 
that we had run were shipped to this city and this was 
only about a third of this first order. 

“It has been most gratifying the way the thing has 
turned out in face of the misgivings that so many in 
our own organization had when they first saw this new 
package. You may be interested to know that we are 
now in some instances calling this the ‘color selector 
box’ based on the colors used in the schools. The child 
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may see the colors through the holes and take them out 
and stand them in the holes as a sort of easel. This 
seems to make quite an impression on some of the young 
children. A thing worthy of comment, too, is the place 
for the name being on the bottom of the box, so that the 
boxes may be stacked in a row, and the individual 
student’s box taken out without going through the 
whole pack. 

“To sum up, may I say that our only check on how 
well this new package has gone over is from the reac- 
tion we have secured from our many distributors and 
schools, all of whom have been loud in their praise. 
The seven year old son of my assistant, Earle Opie, 
recently sold some of these new packages to school 
children at his school because they thought they were 
so attractive with the color circle on the box. He 
also made a deal with his Sunday School teacher, selling 
her twenty-five boxes. This was entirely on his own 
initiative and because of his own appreciation for the 
attractive box.” 

Now, there is the case of Jenkins Brothers, the big 
valve makers in Bridgeport. They have a rubber di- 
vision which has been manufacturing Mason jar rings. 
They recently came out with a new Mason jar ring 
under their own brand name, which was distinguished 
for being a brilliant red in color. Our advice was that 
if they wished to dramatize the redness of this jar ring 
they should use a black package. This was produced 
with the brand name “‘Pak-Tite” on a background of 
silver. These packages were packed in a black carton 
with white lettering, on which was reproduced again an 
enlargement of the red jar ring. The sales statistics on 
this item have been more than satisfactory—again 
proving that the current prejudice against black pack- 
ages has not much foundation in fact. 

One of the most recent jobs I have produced is a 
series of labels for the Iona canned goods line of The 
Great Atlantic & Pacific Tea Company. The basic 
design showed vegetables and fruits as they grew in 
the garden, on the vine or on the tree and, in some 
cases also, how they looked when served in a dish. 
The basic element in these designs was appetite appeal, 
and we wanted to convey the idea ‘‘From the garden 
to your table’ without saying so in so many words. 
The design showed the garden vegetables in the delicate 
colors of their natural freshness, yellow-greens, bright 
yellows, bright reds predominating. We tried these 
designs against all manner of backgrounds, but invari- 
ably found that they showed up most brilliantly against 
ablack background. In other words, black dramatizes 
the freshness of garden peas or green corn or tomatoes 
just plucked from the vine better than any other color 
that we could find—and, believe me, we tried them all. 
What is more, the final result spelled quality in capital 
letters. There is something about black which gives 
the product an aristocratic look which is one of its as- 
sets. I recently talked to representatives of Murison 
Label Co., American Colortype Co., Schmidt Litho, 
Stecher-Traung, and they all agree that black is be- 
coming a very popular color in label work. 






































CHRISTMAS Cellophanes and 
Special Holiday Papers 


will be sheet cut this year in greater proportions than 
ever before on the 


Beck Automatic Roll Sheeters 


Such materials cost money and should not be wasted thru wan- 
ton inaccuracies in sheeting. The Cut Register Attachment on 
a BECK machine will permit “spot cutting” with surprising ac- 
curacy and so overcome waste. In the case of paper, the Curl 
Remover takes the most obstinate curl out and leaves the sheet 
perfectly flat for handling afterward. 


Do You Want to Cut Your Labor Costs ? 


Then investigate these facts for yourself today. 





Our DEMI SHEETER for Small Work 


CHARLES BECK MACHINE COMPANY 


13th & Callowhill Sts. Philadelphia, Pa. 
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Designed for manufacturers’ 
printing plants, Chambon Auto- 
matic Printing Machines turn 
out high grade multicolor labels, 
wraps, carton and container 
blanks, tags, etc. Complete in- 
formation and cost analysis 
furnished to inquirers sending 
printed samples and data on 
production requirements. Write 
CHAMBON CORPORA. 
TION, 911 New York Ave., 
Union City, N. b Western office 
at 608 So. Dearborn St., 

Chicago, Ill. 
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A client of ours, well established 
and financially sound, requires a 
thoroughly competent, experi- 
enced man to install and take 
complete charge of a department 
in their plant to manufacture 
stapling wire, stitching wire, 
tinned book binders’ wire and 
kindred lines. 











Write us fully regarding your 
education, age, nationality, ex- 
perience, previous connections, 
etc., provided you are looking for 
a permanent connection. All 
communications will be treated 
as strictly confidential. Address: 
A. J. SPOERL, THE CRAMER- 
KRASSELT CO., MILWAUKEE, 
WISCONSIN. 





























PLASTICS FOR PACKAGERS 


With increasing use of the plastic package the progres- 
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sive packager needs more data on plastics. Many pack- 





agers are now following plastic developments by reading 





the popular magazine of the plastics industry— 


MODERN PLASTICS 


Presenting their wares today in plastic containers or 












creating new merchandise out of plastics many packagers 


have secured enhanced positions in their markets. These 





achievements are recorded vitally, vividly in Modern 





Plastics. It presents a new world of profit right at your 








door. Sample copy gratis on your written request. 


MODERN PLASTICS 
125 FOURTH AVE., NEW YORK 
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I was in an argument the other day with an executive 

of one of the big liquor distilleries, and I was defending 
George Sakier’s beautiful design for Old Schenley Rye, 

“Why,” says he, “I wouldn’t use black on any pack- 
age in my line. I’d even hate to use it at my grand- 
mother’s funeral.”’ 

I pointed out to this executive that in the general 
set-up of competitive packages, the Schenley Rye 
package stood out brilliantly, not because it was black 
but because the black color dramatized the red which 
was used sparingly but effectively as the one color note 
in the package. 

I may say conversely that, while black is excellent to 
use when you are selling color, a brilliant color is often a 
wonderfully effective way to sell black. For instance, 
we have now in our shop a design for a display card to 
sell some black rubber gadgets, and we have used the 
most brilliant red we could discover in the ink cata- 
logues. The result is a knock-out that I predict will do 
a job in the stores. 

In this category I might also mention the package we 
designed for the Gold Seal Friction Tape for Jenkins 
Brothers, the friction tape being a dull black. To 
dramatize this, our package was a brilliant red-orange, 
and the sales records are something to brag about. 

This general principle is one that might be used not 
only in packaging, but in your daily life. For instance, 
a platinum blonde can best show off her alabaster com- 
plexion by wearing black clothes. Many a blonde 
widow in her mourning dress has won the heart of her 
next husband. If I were to advise a young lady bent 
on captivating the attention of the opposite sex with 
brilliant sports costumes, I would certainly advise her 
to drive a black roadster. Many an otherwise effective 
costume has been ruined by too much competition from 
the color of the lady’s car. If the interior decorations 
of a room are predominantly dark and verging on 
black, there is nothing like a spot of brilliant green or 
red to relieve it; and vice versa, too much color in a 
room can be most effectively corrected by inserting a 
few areas of dead black. 





PROGRESSIVE REDESIGN FOR CHAIN 
STORE PRODUCTS 


(Continued from page 65) This machine feeds the 
washed containers to a conveyor which delivers to the 
filling machine. As the containers are filled they are 
delivered to a conveyor line some 65 ft. long, arranged 
in a straight line. The filled glass jars, passing along 
this line, are successively capped, washed and dried, and 
then labeled. The conveyor extends beyond this point 
to a table where the containers are packed in cartons. 
It should be noted that this conveyor line has been made 
straight in order to avoid danger of the glasses tipping 
over, and the sides of the conveyor have been lined with 
metal rails, or guides, for the same purpose. 















we 
ins 
To 
ge, 


10t 


he 
he 


od 
ng 
id 
nt 
S. 
de 
1g 
th 








N DEX 


OF ADVERTISERS 





ACME STEEL CO. . 10 
AMERICAN CAN CO. 27 
AMERICAN CATALIN CORP. 6 
AMERICAN COATING MILLS, INC., CARTON DIVISION 33 
AMERICAN RECORD CORP. ‘ 35 
ANCHOR CAP & CLOSURE CORP. 8-9 
ARIDOR CO., THE : 25 
ATLAS GUM & SIZING CO., INC. 112 
AUBURN BUTTON WORKS, INC. 42 
BAKELITE CORP. ‘ ‘ . 12 
BECK MACHINE CO., CHARLES . : , ; , : ; ; ° ; ‘ ; 125 
BEVERIDGE-MARVELLUM CO., THE : : P ; ; : , : Insert 10-11 
BINGHAM BROS. CO. F , 112 
BISLER, INC., G. A. 38 
BISMARCK HOTEL. 3 ‘ ‘ ‘ ; ‘ : F P : 122 
BROOKS & PORTER, INC. 4 : - ‘ ; , ; ’ | Inside Front Cover 
BUEDINGEN CO., INC., FERD. : : : 2 F : ‘ : ‘ : . 118 


CAMEO DIE CUTTING & ENGRAVING co. 19 
CAPSTAN GLASS CO. 8-9 
CELLULOID CORP. 11 
CHAMBON CORP. 125 
CHICAGO MOLDED PRODUCTS CORP. 121 
CHICAGO PRINTED STRING CO. 15 
CLOSURE SERVICE CO., THE 44 
COLTON CO., ARTHUR ‘ . Sa) 
COMMERCIAL SOLVENTS CORP. Insert 36-37 
CONTAINER CORP. OF AMERICA 85, 86, 87, 88 
CONTINENTAL CAN CO ‘ Insert 24-25 
CROWN CORK & SEAL CO. : . 29 
DEJONGE & CO., LOUIS Insert 34-35 
DENNISON MANUFACTURING CO. 95 
DIAGRAPH STENCIL MACHINE CORP. 124 
EGYPTIAN LACQUER MFG. CO., THE , , 7 . . -_ 
EMPIRE BOX CO ‘ ; F F : ‘ : ° : ; ; ; 3 
FERGUSON CO., |. I : ‘ ‘ : : : - . 26 
FRANKLIN STEEL WORKS . ; : ‘ : 119 
FRENCH-BRAY / : ‘ : ; : ; . 123 
FREYDBERG BROS., INC. é ; : . : ; ‘ . 39 
GARDNER-RICHARDSON CO., THE . : ‘ : , ; 7 


GENERAL ELECTRIC CO... ; - : ; : : ; ; ‘ , 37 
GENERAL PLASTICS, INC. . ‘ ‘ ‘ ‘ : ; 3 : Inside Back Cover 
Lg age N GL ae D PAPER & CARD CO. : ‘ ‘ : Insert 12-13 

AZEN PAPER CO. : ¥ : : . ; ; ; : ‘ Insert 112-113 





yi IN CAN CO. . , : f ; . A ; ; ‘ ; 103 
HE RCU LES POWDER CO., INC. Z ; 4 F . , Insert 32-33 
HOWELL & CO., F. M. , : : : . ; ; ; . 23 
HYGIENIC TUBE & CONTAINER Co.,. ENC, : ; , ; ‘ : . 110 
Loy AMAZOO VEGETABLE PARCHMENT CO. 

KE =R-DORIAN PAPER CO., INC. F 


w 


i 


Insert 4-5, 116-117 





KIEFER MACHINE CO., KARL. 7 , , : 3 : ; ; . 
KIMBERLY-CLARK CORP. ; ‘ 7 P ; F ; F ; = « Wz 
KIMBLE GLASS CO. . ‘ y ; p , ; ; ‘ ; ; r . 2a 
KITTREDGE & CoO., R. io Insert 16-17 
KRAUSE, INC., RICHARD M. ; : : . ; ; Insert 6-7 
LINK & CO., INC., L. ; ; F ‘ : ‘ d ; ; ; ‘ ; . 123 
LOWE PAPER co. : ‘ ‘ 3 ; ‘ ‘ F ‘ F ‘ - ae 
LUSTEROID CONTAINER CO., INC. . 4 P ; = ; “ : ; ao he 
MANHATTAN PASTE & GLUE eC, INE... ‘ , A ; ; : , : 122 
MARVELLUM CO., THE : , ; , , : Insert 40-4 
MILLER WRAPPING & SEALING MACHINE CO. “ ; ; ; ; : ; . 15 
NATIONAL CAN CO., INC. : ; : ; ‘ F : F ‘ , : ; a 
NATIONAL COLLAPSIBLE TUBE CO. P P ; P ; ‘ : 4 , : . 121 
NAUGATUCK CHEMICAL CO. : ? ‘ - : 5 - ’ 7 ; ‘ ; . 113 
NEW ENGLAND COLLAPSIBLE TUBE CO., THE. : 2 4 . . 
OWENS-ILLINOIS GLASS CO. . : , F . : ; ‘ ; ; : : ‘ 80-81 
PACKAGE MACHINERY CO. . ; ; s , ; ; ; : ; : : . 101 
PEERLESS TUBE CO. x ; ‘ ; ; ; : ‘ ; ; F , . 128 
PETERS MACHINERY CO : , ‘ : ; ‘ 4 . ; : ; _— 
PHOENIX METAL CAP CO. . : ; : : : ; P ‘ : : ; ‘ 1 
PNEUMATIC SCALE CORP., LTD. : a ; s ; ; : ; , ; , 5 
PRESIDENT HOTEL . Fr . ; F a * < : 4 F we ‘ P J P . 124 
R..¢. CAN €O. ‘ ¢ , e ; ‘ ; ; ' ’ ; _ , ; : > om 
RESINOX CORP. - : . ; ; ; . : ? . , 14 
REYNOLDS MET AL Ss Co., “INC. , ‘ ; : ‘ ; ; P . Insert 20-21 
RICHARDSON-TAYLOR-GLOBE CORP., THE : . ; ‘ ‘ : : : , ‘0 5 
RIEGEL PAPER CORP. ; ‘ : . ‘ 3 ; 7 , é - : 99 


RITCHIE & CO., W. C. F , ‘ : , . - : : : P 30 
ROYAL CARD & PAPER CO. ‘ . F : ‘ , : , ; Insert 118-119 
ROYAL & CO., THOMAS M. 41 


SCIENTIFIC FILTER CO. ° ; ; ‘ ‘ P ; ‘ ‘ ‘ 3 . P . 120 
SIMPLEX PAPER BOX CORP. ; ; ; P ‘ ; F : ; : P ; . 34 
SMITH CO., S. K., THE ‘ ‘i ; : : ‘ . ‘ ; ; : : . 36 
STANDARD-KNAPP CORP. ; ‘ , ; ; , ; ; ; ae 
STOKES & SMITH CO. 3 ; . ‘ ‘ : ; ; ! : ; ? P ; : . & 
SUN TUBE CORP. : ‘ ° F , ‘ ‘ : . P ‘ : p ; : - ae 
TABLET & TICKET - CO,, THE : ; : ; ‘ , ‘ : , . + ae 
TRIANGLE PACKAGE MACHINERY CO . ; , . : ‘ P é ; ; - 186 
UNION PASTE CO. . , ; ; , F : ‘ : ‘ ‘ : 114 
U. S. BOTTLERS MACHINERY CO. ‘ ‘ , ‘ : ‘ , ‘ : ‘ 24 


U. S. PRINTING & LITHOGRAPHING CO. Insert 42 me 


U. S. RUBBER PRODUCTS, INC. ‘ ‘ “ , ‘ ‘ ; ‘ : 
WALDRON CORP., JOHN . ‘ , ° 2 ; ‘ - ‘ ‘ ‘ : ; . : . a 
WARNER BROS. CO., THE . ‘ . ‘ : ° ; ‘ ‘ , , 13 
WHITE CAP CO. 


: ; 7 Back Cover 
WILLIAMS & CO., INC., CHAS. W. : . 4 


AUGUST, 













































































1935 





The new powder, Tussy Exotique comes in an unusual box with 
new and useful features. It is being launched on its career carry- 
ing a sample of a companion product---Tussy Emulsified Cleansing 
Cream---in a distinctive tube by Peerless. We can produce a 
miniature tube to do economical and effective sampling for you. 


Your inquiry involves no obligation. 


PEERLESS TUBES PRESERVE AND OUTLAST THE 
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but Durez jars change that... 


CASE—This molded Durez tablet case 
ls broken finger nails, has no sharp edges. 
is fot, compact. Trade-marks are molded in. 


YING BOWL— Molded of Durez this shaving 

bowl is light in weight and its surface lustre 

Wafected by constant wetting. Three nibs 
the soap from turning. 


GOSURE-- Merck & Co., Inc., use this 
designed ' ng skirted cap on their car- 

tote, W Il not corrode... keeps dirt 
Pouring |i 


HE MODERN 


COMPACT — Molded of Durez in a variety of colors this 
powder compact is thin as a watch. Women like their 
light weight (3% oz.) and their scratch-proof finish. 


POWDER BOX—Bloomingdale’s sleek lustrous Durez 
powder box is sift-proof and prevents odor loss. Women 
like it better than paper boxes because it is perma- 
rently attractive. 


CREAM JAR—Armand's Face Cream is packaged in 
this appealing Durez jar. Proof against cracking and 
warpage, the jar is light in weight and reduces Armand’s 
mailing costs. 


PACKAGING MATERIAL 


and today Durez is revolutioniz- 
ing the packaging of powders, 
tablets, razors, belts, jewelry, 
tools, pipes, etc. 

Today sales successes are made 
by the packages that people like, 
and people like Durez containers 
because of their smart appear- 
ance, their permanent lustre, and 
light weight. For further informa- 
tion write General Plastics, Inc., 
308 Walck Road, North Tona- 
wanda, New York. 


LIP POMADE—Lever Bros. package their Lypsy! 
Stick in this handy Durez case. Tops are colored, 
and the shiny Durez surface finish is permanent. 


DOUBLE CLOSURE—Carter’s use two Durez molded 
caps on their new ink packages. The inner corrode- 
proof closure seals the package. .. The outer 
Durez cap complements design of the bottle. 


PIPE BOXES— Demuth & Co. uses this attractive 
box molded of brown Durez. The quality appear- 
ance of the package lends added sales appeal. 
Lid is cork-lined for cushioning. 
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